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if DISPLAY FOR VICTORY 


selects 


‘bole merica 


Saying it with orders—is America's most emphatic way of acknowledging the 
superiority of any product. That's our reason for being so proud of the thousands 
of Korrect-Way "'Sacha-Francine" Mannequins in use from coast to coast, today. 
In “'Leader's'’ Minneapolis Store alone (see illustrations) thirty-seven of these 
gorgeous figures are doing an excellent job of "keeping ‘em buying.'' Your store 
deserves the many advantages and worth while economy that only these national 
favorites can bring. There's a model for every purse and purpose. Contact your 
Distributor (listed below) for details and photographs on the complete line, today. 


ORDER FROM YOUR DISTRIBUTOR 


ATLANTA. . .. . . . Melvin S. Roos 

BALTIMORE . . .. .William’s Corporation 

BOSTON. ... .. . Eastern Displays, Inc. 

BUFFALO .. . . Samuel C. Dutch & Son 

CHICAGO... . . . Hecht Fixture Co. 

CINCINNATI . . . General Display Corp. 

CLEVELAND . . Pribil Display & Sup. Co. 

DENVER... . .. .. . Walter W. Martin 3 

DETROIT . . . . . The Art Products Co. ; OR SPE 
KANSAS CITY. . National Equipment Corp. ROUND 
LOS ANGELES | .Grossman & Silvers, Inc. § Og: 

MINNEAPOLIS L. E. Hier Display Equip. Co. ‘¢S ’ » or All 
NEW ORLEANS. . . Gulf States Display , y ‘ral t Pre 
PHILADELPHIA Naythons Display Fixture Co, + => ; Patriotic 
PITTSBURGH ._. Deweese Display Equip. Co. yy ‘a? me i E Pa 
PORTLAND . .. . Northwest Display Equip. 4 Jy w ; Men. 
ST. LOUIS. . . Midwest Disp. Equip. Corp. » Ha aun 
SAN FRANCISCO Kehoe Display Fixture Co. : Washir 
SEATTLE . Chas. T. Boyd, Disp. Equip. Co. . Linea 
MONTREAL . . . Miller's Dis. Fixts., Reg’d. ‘on 
HONOLULU. ...... .. . Bader's emorial D 


A ll M odels PROPERLY DESIGNED TO SHOW 1-53) Dresse 5 . 


ot Play 


KORRECT-WAY ae DISPLAY PRODUCTS 
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FOR SPECIAL FEATURES 


ROUND-THE-CALENDAR 
* 
or All Merchandise 
Promotions 
Patriotic « Back-to-School 
foll Fashions « Thanksgiving 
Christmas Gift Displays 
Men-in-the-Service 
Men's Wear Displays 
Women's Wear Displays 
Washington's Birthday 
Lincoln's Birthday 
Spring Fashion Opening 
Entire Fashion Fronts 
‘morial Day »« Mother's Day 
Father's Day « Etc. 


VICTORY DSPLAY COMMTTES 


+ %& % Shown above and at left are six of fourteen WLS Federal Display Frames 
featured during Convention Week in St. Louis, by Stix, Baer & Fuller Co. 


WLS Federal Display Frames Create Sensation! 


“Our fourteen windows featuring the Federal Frames which we worked out with Mr. Williams for a dramatic display of our Victory 
Silhouette Fashions have made a real sensation with the public, our firm, and the visiting display men,"’ says Syl C. Rieser, Display 
Director, Stix, Baer & Fulle. WLS Federal Display Frames add the ‘‘Victory Spirit’’ to your merchandise 
showing . . . that all-important American appearance ... a setting that never grows old. Federal 
Display Frames are excellent for merchandise or patriotic showings—every month in the year. 


x * 


x** 


ORDER YOUR GIANT SCULPTURED HI-RELIEF 


FEDERAL DISPLAY FRAMES Now! 


THE MOST PRACTICAL DISPLAY INVESTMENT YOU CAN MAKE 


Made of heavy de luxe papier mache and wood-frame-bracing construction. Nigh quality de luxe finish. Very attractive and practical. 


IN MODERN WHITE 


Size overall: 82 inches high, 70 inches wide, 11 22-inch deep relief 


FRAME-PROPER: Diameter of inside opening, 52'%°—2” deep relief. EAGLE AND RIBBON (de- 
mountable) 34 of round—21” high—63” wide—7” deep relief. Finest quality de luxe papier 
mache——in deep sculptured relief. Rigidly reinforced with sturdy wood frame. Eagle with ribbon— 
a masterful interpretation of the American Fighting Eagle—is appliqued on face of frame at 
top and is a separate unit in deeper 34 of round relief — demountable for individual use. 


OR GOLD FINISH 


Only 37 tke 
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Realism Counts A Lot In Victory Displays 
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1942 THE COVER OUR NEXT ISSUE 


"This is no time to cut expenses on display. This month's cover display is the work of J. R. Late autumn themes will predominate in 
The store that keeps abreast of the times and Cooper, Mandel Brothers, Chicago. The figures are the September issue, but in addition there 
strives day by day to do a better job in these garbed in hostess gowns of red and white in a Gay 
; : a Nineties motif. The flowers are American Beauty 
times will help establish itself for the harder a " _ : 

’ roses. The sashes of the "house" are painted white , ; 
pull when the time comes. By no means should vis, an antique finish to give a weather-beaten ap- by De Sault and Gehring to suggest window 
you let down in your display effort.""—Peter B. pearance. Note the impression of "size" given the and interior treatments for the months just 
Juster, president, Juster Brothers, Minneapolis. display by the relatively small central treatment. ahead. 


will be reports from principal display cen- 
ters on current display trends, and sketches 








_gUY WAR BONDs 
= 
By FOR DISPLAY—The New Mary Brosnan VICTORY MANnequin 


7 Victory 


The pride of the studio—the highlight of many a victory 
window. As smart and snappy as the new uniforms themselves. 


Immediate delivery 


5. B. WILLIAMS, INC. 498 Seventh Avenue, New York 


DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS ¢ CYRILLE STEINER FIXTURES 
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You're Werhing for Uncle Sam 


A MESSAGE TO EXECUTIVE CHAIRMEN 
OF THE VICTORY DISPLAY COMMITTEE 










Instead of being display director for five or twenty or forty display windows. 


you are now director for Uncle Sam—director of fifty or five hundred or even 






five thousand windows, depending on the size of your city. 








It is not going to be easy. You will be confronted with some of the same 





problems you have in your own store: unexpected promotions—special days— 






last-minute changes due to new emergencies—many departments to serve-—— 









and the proper allocation of available space. 






No, it’s not an easy job. It’s a job that will tax your organizing and executive 





ability to the limit. If you carry this job through successfully (and you Will 





-you MUST) yours will be the satisfaction of knowing that you have tackled 






and licked the biggest display job any display director ever handled. And you 






can be proud to have served your country in a time of its greatest need. 





National Chairman, Victory Display Committee 
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Realism Counts A Lot 





In Victory Displays 


The trend everywhere is, of course, toward 
the Victory display in retail store windows. 
It is a subject which was being given tenta 
tive showings (in the form of 
bond windows and the like) even before the 
nation went to war. And now, after nearly 
eight months of conflict, Victory windows 
are to be seen on all Some have 
been outstanding. 

But with all this display publicity on one 
subject there comes a need for thought on 
the part of those men and women who must 
plan the The must be 
versatile and appealing; otherwise the dis 


“defense” 


sides. 


displays. settings 
plays lose their potency and become one 01 
two among many—so many, in fact, that the 
public may tend to lose interest in them as 
time unless the displayman 
contrive to inject fresh, vital treatments into 
the settings. 

It was with this thought in mind that we 
recently installed six displays in connection 
with the “Retailers for Victory” month. We 


goes on can 





By LASZLO GABOR 
Kaufmann Department Stores, Pittsburgh 


wanted to show as well as possible the va 
riety of who must 
and bond buying in their 


persons include stamp 


regular bulgets, 
ranging from children to war workers. We 
fact that 
all have a personal responsibility in so fat 


wanted to awaken people to the 


as bond buying is concerned. 
Each of the definite ap 
peal to the people and in order to get the 


windows was a 
story over as thoroughly as possible we de 
cided to make each display completely real 
istic, believing that this would drive home 
better other 
people see surroundings 


the message method. 


When 


with which they are thoroughly 


than any 
portrayed 
familiar it 
is an easy matter for them to put themselves, 
mentally, into the picture. 

In one window the 
all-important citizen in industrial Pittsburgh 

was shown purchasing bonds and stamps 


defense worker—an 


This display is illustrated at the lower right 
The gate, the wall at the right 
the scene glimpsed through the gate—all are 


iron brick 





iamiliar setting to the men 


parts of a very 


engaged in war materials production. Two 
workmen in overalls are shown, one sitting 
on a box and resting one foot on an ovet 
turned nail-keg while he examines the bonds 
he has just bought; the other figure ts buy 
ing bonds from the girl in the booth. 

In another display, school children in thet 
learning the 


classroom are importance ot 


buying a share in their country. The teachet 
stands at the left while one child writes 
across the blackboard: “Buy defense bonds 


and stamps.” 


\ restaurant setting made up another dis 


play, with the popular and attractive war 
stamp corsages being featured Note the 
words “Restaurant” and “Sea Food” in r¢ 
verse across the background 


Two of the windows depicted Kautmann’s 
own Victory booths where bonds and stamps 
can be bought 

We believe that the 
plays was responsible for thei 


realism of these dis 


success 















The apparel manutacturers of Los Angeles 
wound up the most successful Market week 
of their history during the month of July. 
This, in spite of war-time conditions, was 
an achievement ot which the fashion de- 
signers, manufacturers, and displaymen were 
justly proud. Because ot the tremendous 
interest in the new war-time styles, three 
elaborate fashion shows were held with the 
USO sharing the proceeds. 

The enthusiasm and zest in the new lines 
of apparel were revealed in local window 
displays during the week. The displays ex- 
plained the fashiOnhs as a “new cycle,” de- 
signed to please not only the customer, but 
the government as well. There was con- 
siderable originality in the windows as the 
displaymen coordinated the new garments 
and colors. The window stories told how 
the styles were “cut” to eliminate super- 
fluous material for the use of Uncle Sam 
and the armed forces, and. still without 
sacrificing smartness. 

Slacks for many uses were shown in the 
windows, some for defense workers with 
lefense plant backgrounds, and other ap- 
propriate styles designed for relaxation in 
war-time evenings at home. Evening clothes 
were shown before night club settings. It 
was noticeable how the “covered up” gowns 
have supplanted the siren types of six 
months ago. Though the situation prompt- 
ing these styles and the manner of display- 
ing them was a serious one, the results 
were generally gay and desirable. 

The War Bond and Stamp drive is in 
full swing in all Southern California depart- 


ment stores. Interior displays to promote 
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Current Los Angeles 


By HERB CROSS 
"Dick'' Whittington, Los Angeles 





stamp purchases with every merchandise 
sale is a feature at the May Company. In 
its enormous parking lot, J. W. Robinson 
Company has a separate enclosure which is 
called Victory Way, where prominent. or- 
chestras and artists entertain the patrons. 
Robinson's also had special booths through- 
out the building where uniformed girls sold 
stamps and bonds of any denomination. 
Window displays played their indispensable 
part in the promotion also, with some con- 


veniently opening directly onto the street. 
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As an “American Heroes” day highlight, 
the public autographed bombs and_ shells 
in the stores of Los Angeles, Hollywood, 
and Beverly Hills, but, for the privilege, a 


bond had to be purchased. Soldiers were 
stationed at many stores where the bombs 
were on display. Lined up in front of the 
stores were army trucks, jeeps, and other 


eye-catching mechanized equipment. The 
displaymen designed attractive booths for 
this event. In their July “Retailers for 


Victory” program the stores anticipated a 
stamp and bond sale of upwards of $2,500,- 
Q0O and expect to continue that figure per 
month for the duration of the war. 

A very interesting window which attracted 
hundreds of onlookers daily was at Bul- 
lock’s, and was designed with the coopera 
tion of the Columbia Broadcasting System 
It is seen in the center illustration on the 
next page. Within the window was a tele- 
type machine constantly giving forth Asso 
ciated Press dispatches from India, China, 
Atrica, Alaska, Europe, and the Middle 
Kast. A girl trained in news bureau work 
was kept busy taping the reports on the 
window glass for the shoppers to read. Titles 
on the window indicated where the news 
source originated. 

On the background of the showing was a 
huge map of the world with the locations of 
sending stations indicated by numbers. At 


—Directly above is a display by Stuart Ray- 
mond, The Broadway, using mannequins in uni- 
form to complement the latest fall styles. . . . 
Center, "Frosty Blues" in a cool setting at 
Desmond's-Wilshire. Left, a white wall 
board snowflake, dusted with flitter, serves as 
a background for fall apparel; the display is 
by Harvey Pettit, J. W. Robinson Company— 
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—''Back-to-school" is the subject of the Des- 
mond's-Wilshire display at the right; the text- 
book cover is an illuminated transparency of 
the University of Southern California. . . . 
Center, an unusual teletype window brought 
up-to-the-minute news from all the world to 
Bullock's shoppers. . . . Below, the gay colors 
of slip covers are dramatized by J. Roy 
Stewart, Barker Brothers. . . . (All photographs 
by "Dick'’ Whittington, Los Angeles) — 


the right of the window the teletype at- 
tendant had a desk and typewriter, upon 
which she rewrote the dispatches. Above 
the desk was a _ photomural of various 
war effort activities. President Roosevelt, 
Churchill, MacArthur, and other United 
Nations personalities were also pictured 
there. On the opposite side of the window 
was a shadow-box transparency entitled 
“Let’s all fight.” Other dispatches origi- 
nated from United International 
News Service, and C. B. S. listening sta- 
tions. Portraits of the various C. B. S. com- 
mentators were also displayed. In the tore- 


Press, 





ground of the window were cut-out letters 
reading alternately “Buy 
Stamps.” Bordering the window were the 
flags of the Allied Nations. 

\ refreshing new color for a man’s ward- 


Bonds, Buy 


robe was interestingly introduced at Des- 
mond’s-Wilshire. The new tones were called 
“Frosty Blues,” and that title was appro 
priately 


auginented by icicles suspended 
trom the window ceiling and snow cover- 


1 


ng the floor. (Center photograph, page 6.) 
T 


his was a. series of showings in which 
Slacks, business clothes, and evening wear 
were all cool in the new blue shade. The 
illumination was with amber and_ yellow- 
blue spotlights. Another Desmond’s- Wilshire 
window illustrated here (page 7) was called 
“Campus Debonair,” and was one of the 
first back-to-school showings to appear on 
the famous boulevard. Two mannequins were 
attired in the “Happiest Clothes of Your 
Lite.” The window title was written on an 
oversized sheet of notebook: paper. One man- 
nequin was standing on the notebook. Sus- 
pended from the ceiling was a string of 
college pennants, graduated in size. A large 
cardboard textbook with a photograph of 
the University of Southern California on its 
Cover was the window highlight. The illu- 
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mination for the display was kept very dark; 
the photo was a light transparency, giv- 
ing an unusual and very interesting effect. 
A pencil of heroic size angled away from 
the shadow-box textbook. The action illus- 
trated here is not the entire display, but 
is a section representative of the whole. 
Avery unusual and highly impressive 
showing for slip covers was one ot the 
furniture features of Barker Brothers’ win- 
dows recently. By J. Roy Stewart, it was 
entitled “New Trappings for your Summer 
Chairs.” The “trappings” idea was ver) 
neatly carried out. According to Webster, 
trappings are gay coverings for a horse, so 
Display Director Stewart placed a charming 
little plaster horse in the background and 
covered him with fine slip covers. Other 
slip covers were suspended throughout the 
display. At one side was an easy chair with 
three covers blending beautifully with one 
another. Realistic clouds and colorful but- 
terflies ornamented the walls and ceiling. 
Keeping a silver fox display cool is a job 
ior any displayvman. Harvey Pettit, of J. W. 
Robinson Company, faced that problem and 














conquered it as the tilustration at the bottom 
ot page 6 reveals. The background of the 
window, in which stood three mannequins, 
Was a tremendously magnified snowflake. 
The flake was decoratively cut trom wall 
board and was dusted with white and flitter 
Beside the crystal was a snow-covered tree, 
all realistic with white flakes. In the fore 
ground was a beautifully carved loveseat 
Patches of snow were on the ground. This 
window was not brightly illuminated, but 
the whites sparkled under spotlights 

\ series of smart displays showing the 
new tall fashions was a feature at The 
Broadway. Display Manager Stuart Ray 
mond used mannequins dressed in service 
uniforms as natural complements to the new 
stvles. A lamp post which showed the cross- 
roads of the USO and Broadway was in 
each window of the series, as shown in the 
photograph. 








held a store-wide promotion 
under the title of 
planned to introduce to 


Recently we 
of major scope general 
Mexicana,” 
the public a large and important grouping 

Mexican merchandise brought to Seattle 


trip 


“Fiesta 


after a special buying and _ research 


through Mexico. 


\n important reason for featuring Mexi 


can arts and crafts at this time is the fact 


that Mexico is probably the only country of 
commercial importance in the world that has 
exports. It is therefore an 
outstanding art and. gitt 
merchandise of foreign origin which can be 


not restricted 
source ol type 


used to supplement domestic wares. 


The area in front of the elevators on the 
fourth floor 


market-place through the installation of an 


was converted into a Mexican 


arched gallery banked with foliage and dec 


orated with wrought-iron grillework. 


The gall ry o! 
difficult 


arches in this section of 


tered a problem, as some of the 
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iesta Mexicana 


By ADRIAN DELSMAN 
Frederick & Nelson, Seattle 


arches in the permanent construction were 


very low and of square, modern design. The 
worked out covered these low 
arches successfully and was just as effective 


unob- 


plan we 


in the central portion, which was 
structed. 

In order to avoid blocking off the 
ture floor, in back of the arches, the center 
grillework in 
This 
treatment allowed customers to look through 
furniture sections, but did not de- 


market- 


furni- 
arch was left open and 
wrought-iron effect was placed in it. 


into the 


tract from the background of the 


place. 


—Upper left, a view of the section devoted 
to Mexican art. ... Right, a typical case trim 
in the apparel accessories section on the first 
floor. . . . Lower left, a view of the Mexican 
market-place arranged in the elevator front 
area on the fourth floor. . . . Lower right, the 
colorful merchandise was displayed on counters 
covered with straw matting— 








Palm- and foliage-lined aisles led bacl 
from the market and in them 
displayed the Mexican merchandise for sal 
several noteworthy exhibits of Mexi 
can art. These exhibits included a colle 
tion of Diego Rivera original paintings an 
drawings from the San Francisco Museun 
of Art, the Helen B. MacMillan 
of typical Mexican handicraft, 
and Mrs. Alexander Dobkin’s collection ot 
drawings and lithographs by Jose Clement 
other Mexican artists. We 
also had an exhibit of authentic 
and many other interesting items, including 
Pancho Villa’s hat, loaned by th 
Mexican government's tourist bureau. Ther« 
other important exhibits fu 
Pan-American Airways and_ the 


scene, were 


and 


collectior 


Profess« I 


Orozoco, and 


costumes 
own 
were also 
nished by 
Grace Line. 
In addition to the 
and exhibits, the Fiesta Mexicana was cat 
ried through all apparel and apparel acces 


Mexican merchandis¢ 





brilliantly- 
Mexican, in 


displays of 
colored merchandise, typically 
appropriate settings. 

The theme was also carried out through 
displays in the Tea Room (which entered 
into the spirit of the occasion by having 
Mexican menus during 
the event), in the piece goods and draperies 
table settings in the 
china and linen sections, and other miscel- 
laneous displays. 


sories sections by 


special every day 


sections, a series ot 


The scope of the actual display job can 
be better realized when one considers that 
there were twenty large display windows in- 
stalled, twenty-five platform displays on the 
apparel floor, 125 case trims on the first and 
other floors, and the large market-place 
project on the fourth floor, besides the many 
incidental displays. 

Under the direction of R. D. Friend, sales 
promotion manager, all the promotional fa- 
cilities of the were put back of the 
event. Full-page advertisements in color in 
the two newspapers of largest circulation, 
special merchandise cards, screen-processed 
in color, elevator cards, colorful full-sheet 
cards throughout the store, special meetings 
of all employees in the many 
cerned, radio programs about the 
thes: carefully 
achicve a promotion that was highly 
cesstul in 


store 


sections con- 
event— 
were all coordinated to 
Ssuc- 


immediate sales and outstanding 


—The upper left illustration shows the treat- 
ment given all side street windows during the 


Fiesta Mexicana promotion. Tropical foliage, 
tile roof, flagstone floor were complemented 
by the background done in soft pink. ; 
Upper right, a bull-fight scene; the matador is 
dressed in authentic fighter costume. . . . At 
left, one of the display platforms in the 
market-place. At the lower right is a 
view of the dramatic corner window, seen 
through pale pink plaster arches built close 
to the glass. The mannequins are shown in a 
setting of natural and proserved tropical 
foliage, flagstone floor, and a background of 
sky-blue— 


irom the standpoint of prestige 

Views of different parts of the promotion 
are shown on these two pages. In the first 
group at the left, the upper left photograph 
shows a view of the aisle in which original 
works of Mexican art, procured from mu 
seums and the Mexican government as men 
above, view. 


tioned were on 


In the same group at the upper right is 


seen a typical case display in the apparel 
accessories section on the street floor. Note 
the special silk-screened merchandise cards 
in the cases, and the colorful full-sheet card 
on the counter. Little 
straw, bright baskets and the like were used 


Mexican figures of 
in each case. 

At the lower left is pictured the market- 
front area on the 


place in the elevator 


fourth floor. The arched gallery, installed 
for this event, was of pink stucco, trimmed 
with flower-covered foliage 

Next is a view 
ot the 


colorful 


through one ot the arches 


gallery, showing the displays ot 


merchandise arranged on counters 


covered with straw matting 

\t the upper left on this page is a photo 
graph of one of a series of side windows, all 
of which received similar treatment. The 
brilliantly colored apparel completed the pic 
ture foliage, tile 


formed by the tropical 


roof, flagstone floor, and background done 
in soft pink. 

At the 
showing a 
ring and with 
seats. The torero (please note that the word 


“toreador” made famous by the opera “Car- 


bull-fight 
around the 


upper right is a scene, 


section of the wall 


spectators grouped on the 


men” is entirely incorrect in speaking of a 


bull-fighter) is dressed in authentic matador 
costume. 

In the lower left of the group of photo 
graphs is seen one of the display platforms 
The wrought-iron fin 
ished back- 


ground for the merchandise arranged on the 


in the market-place 
grille made a most interesting 
packing cases and baskets in which it came 
from Mexico. 

The final picture shows the dramatic cor 
ner window, viewed through pale pink plas- 
ter arches built close to the glass. 
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Manhattan Display Scene 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 





















Fashion, that lovely form of escape, is © mannequin was posed in each display as if Director Ed Ballinger in the Fifth aven 
having its heyday in these dog-days of the taking an active part in the direct appeal | stretch of windows at Bonwit Teller’s. 1) 
vear. The amusing paradox of seeing furs for waste to be given to Uncle Sam. One plaque with copy was bordered with cor 
in cool, icy scenes on days when the mer- of these displays is shown in the first illus- colored plaster spaced with glass stones a1 
cury ascends to the very tip-top of the _ tration. pearls. A blue gauze curtain hung fro: 
thermometer is no longer startling; instead “The New Black has a Mermaid Look—it ceiling to floor, halfway the depth of t 
it is rather refreshing to gaze upon snow calls for a Fluid Silhouette—looks wonder- window, accented the hazy, undersea appea 
and ice crystals even though they are arti- ful with a sea-shell Beret and the newest ance of the window scene as pictured he: 
ficial. This year, the annual August Fur knockout note with it is the Surrealist One mannequin was posed in front of t 
sales could literally be called the July Fur Jewelry of natural coral—artist-designed in curtain and one back of it. The floor of th 
sales, so numerous were the displays during undersea tones—Fabulous” made the rather window was filled with deep coral tone sand, 
that month. Warm and cheerful colors are lengthy fashion message used by Display fans, and sea coral. Other of the coral 






abundant in the first fall wardrobes and 






much is being made of effects that can be 





created with colorful accessories. Yet 






through it all, patriotic displays are frequent 
and through their visual presentation of the 







many sides ot warfare do much towards 





heightening individual effort. 






\ healthy relationship is being manitested 






between many war committees and window 






displays. As an instance, take the occasion 





of six salvage windows at Saks-Fiith Ave- 





nue which were unveiled with some cere- 
mony by the New York City Salvage com- 
mittee and the American Women's Volun 


tary Service corps. Unique “salvage sculp- 








ture” by Madame Sonia Sabaneoff was used 






by Display Director Sidney Ring in each 





setting These sculptured svinbols were en- 


led tin cans, flour 






tirely made trom. discar« 






sifters and other such kitchen gadgets, worn 






hosiery, tinfoil, paper, rubber hot water bags 





and other important odds and ends to be 






converted into weapons. This waste emerged 






through the interesting technique of salvage 






sculpture into a tank, an airplane, an eagle 






and other such associated emblems. A single 











species in pink, blue, yellow and white ap- 
pear here and there in the display. A clump 
of pink twigs planted in the sand bloom 
with a black foundation garment and a 
number of pieces of the coral jewelry. Othe: 








pieces of the jewelry are pinned against the 






blue gauze curtain and large pieces orna- 
ment the black dresses worn by the manne 







quins. 





A charming version of the winter sleigl 


scene made the central motif used by Display 
Director Robert Pichenot in a series of foul 








windows at Oppenheim Collins, teaturing 





1 


fur coats. The cool, white sleigh in pape! 









t 


sculpture used inset panels in colors that 






repeated those of the dresses worn by the 






mannequins under their furs \s in the 
window illustrated, the inset panel ot pul 
ple repeats the purple dresses with the 











—At the upper left is one of the windows fea 
turing ‘Salvage Sculpture,"' as used by Sidney 
Ring, Saks-Fifth Avenue. . . . Right, the hazy 
underwater appearance of half of this display 
is caused by a blue gauze curtain; Ed Ballinger 
created the series for Bonwit Teller. . . . Left 
a paper sculpture sleigh is the chief decora- 
tion in this window by Robert Pichenot, Opper 
heim Collins— 
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detail trim or accessories of American 

Jeauty repeated in the decorations used on 
the sleigh. The sleighs in the other windows 
of the series similarly carried out the fash- 
ions of gold on red; wine on gray, and violet 
with blue. The leafless tree branches are 
in icy blue, glistening with snow flakes; 
artificial snow is banked on the floor back 
of the sleigh. 

At Altman’s, Director Louis 
Viella has created an interior display for 
the millinery department which through its 
elevation attracts the attention and interest 
of customers in adjacent departments of the 
ready-to-wear floor. <A _ barrel, 
painted white, high four- 
square platform. Hands are painted on in 
flesh tones around the staves of the barrel, 
the hands giving the effect of holding the 
white rods which project at many angles as 
display fixtures for showing the fall hats. A 
junior mannequin wearing a red corduroy 


Display 


which has 


been centers a 


dress is posed atop the barrel. 
The College Shop, just opened at 
(Display Director 


Macy's 
Eldredge), makes 
use of defense themes as a timely display 
trim. The backwall stock 


Irving 


over the cases 


follows the pattern, in green on white, of a 
chart with the graph outlined in bright red. 
The world globe to the left 1s done in red 
on blue with a white wire frame, this unit 
bordered with a cutout following the design 
of a transmission gear. 
Written in perspective, the letters being of 


“College Shop” is 


red. Cutouts 
of white composition board outlined in red, 
suggesting 


thin white wood edged with 
transmission 
are grouped on the graph and are 


abeled as “Aviation,” “Combustion,” “Elec- 


several sizes of 


—The interior display by Louis Viella for B. 
Altman Company attracts attention to the 
millinery department from all parts of the 
ready-to-wear floor. ... Center, Macy's attrac- 
tive College shop; Irving H. Eldredge is dis- 
play director. . . . Below, an authentic presen- 
tation of a sea coast aircraft observers’ 
station—one of a group of four such windows 
by Dana O'Clare, Lord & Taylor... . (All 
photographs by Virginia Roehl Studio) — 
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tricity,” “Marine,” “Motors,” “Diesel.” The 
walls of the stock cases are bright red. Cut- 
outs suggesting a laboratory retort and test 
tubes are used as the display trim and fix- 
tures here and there through the shop. 
Cooperating with the Auxiliary Aircrait 
Warning Service in an effort to enlist vol- 
unteers for the unit, Display 
O’Clare through the Lord & Taylor windows 
gave people of the metropolitan 
authentic idea of just how 
aircratt 
four 


Director Dana 


area an 
these important 
function. The 
depicted posts at the 
sea coast, In a mountainous territory, in a 
village, and in a city. The interior set-up 
of the post occupied the major part of the 
display 


observation 
main 


posts 


windows 


with the atmospheric surroundings 
visible through the unobstructed 
of the building. Meticulous attention was 
given every detail: for example, in the sea 
post here, the slight 
which keeps the tall 


“windows” 


coast shown breeze 
motion, 
a bicycle leaning against the wall, a 
in the 


bottle 


sea-grass in 
stove 
thermos 


telephone, radio, 


small 


corner, a 


and a American flag hanging 








trom the ceiling. One mannequin has a 
vellow raincoat thrown around her shoulders 
and the other wears dark blue denim jacket 
and slacks. “They Shall Not Unob- 
served” made the message in the tore- 


The 


at a specific morning hour 


Pass 


with 
The 
platform tor 
The front glass of this 
corner Was temporarily removed and 
trom the sidewalk led right 
dow. During the first ten 

women entered the window and signed appli 
enlistment During the 
applications continued to be 
ignated place in the store 


ground. windows were opened 
ceremony 
corner window served as a 
prominent speakers. 
steps 
into the win- 


minutes, sixteen 


week, 
taken at a des- 
Curtains of red, 
white, and blue bunting were hung in front 


cations tor 


oft all of the window displays until the hour 
arrived tor the speakers. 


Urbans Migrates To 
Wisconsin 
Kdward Urbans, manager, Bre- 


with Kar- 


Madison, Wis., in the same capacity. 


display 


mers, lowa City, lowa, is now 


sten's, 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant 
New York City 





The soft warm colors of harvest time found 
in the latest fall models are sure to create 
excitement and romance in the heart of 
every woman. This harvest scene can be 
delightfully carried out—in sculptured pa- 
per, for instance. Vivid colors depicting a 
brilliant sunset, golden sheaves of wheat 
and the harvester at work make a splendid 
setting for this display 

















October may mean plenty of work, but 
there's always time for a Hallowe'en party. 
Many other activities occur during thi 
month which call for pretty dresses, new 
hats, shoes, and accessories. The beguiling 
life-size scarecrow is easily made and gives 
a humorous touch to the setting. 














Like the harvest, American vintage col- 
ors play an important part in the newest 
fall creations. Rich purple shades are 
reflected in street costumes and acces- 
sories. The phrase ‘American Vintage 
Colors'' may be arranged in a rainbow 
effect, using the purple hues with char- 
treuse green. The oversize grapes are 
glass balls sprayed and bunched to- 
gether. Repeat the chartreuse green in 
the leaf. Place red, white and blue 
labels on wine bottles and display them 
among the accessories. 








































AUGUST, 1942 DISPLAY WORLD 13 


» | FOR OCTOBER 


October 12 is Columbus day. The story of 
America is an interesting one. Drama, action, 
suspense, bravery and emotion have all found 
their place in its development. In the sketch is 
depicted the landing of Columbus. Since that 
eventful day great wars have been fought to 
preserve our freedom and democracy. Military 
emblems of the Revolutionary war, the Civil war 
and World War | surround this historical event 
and direct our thoughts to the Minute Man re- 
minding us to do our share in World War Il to 
keep America free. This entire setting could be 
designed in colorful three-dimensional paper 
sculpture. 
























" 
Iwo ma ) 
make ideal display Cackgrour 
for men's shirts and accessori¢ 
The le aves can be sculptured 
colorea paper. A tree trunk 
with branches bearina natut 

i eaves may be placed 


The backar« UNC 












} 
make a good aisplay tor men 























The wheels of industry which are con- 
stantly turning to meet our national 
need make an appropriate display 
for men's wear. The smoke stacks and 
wheels are cut from wallboard. Put- 
ting the wheels in motion would make 
the display more attention-compel- 
ling and interesting. 




















late-summer 
and 


just once, some 
walk down State 
full of palm leat fans. But 


like 


We'd 
alternoon, to street 
find a window 
let's be The fur coat sale season 


with the 


practical 
face it 
displavymen who have done such a grand job 
this summer of 1942. A 
little setting arranged 
Sachs brings 


is on—so let's right along 
of merchandising 
glance at the clever 
by Les Barotsky tor Morris B 
back the old nursery rhyme, “Baa, baa black 
Central display motif is a smart 
arti 


sheep 


framed panel containing a decorative 


ficial tree with fern-like foliage, before which 


and on and about a papier mache = stump 


are three toy lambs, two black and a gray, 


with Persian coats to match those worn by 
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It’s Furs And Bonds In Chicago 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 


the pair of models in the window. A hand- 
lettered front, left, reads 
simply “Morris B. Sachs’ August Sale ot 
Furs.” Spots from add interesting 
shadows to the chaste set which is pictured 


scroll sign, down 


above 


here. 

Modern as day Bruce 
Elliott's simple but effective parade 
featured at Chas. A. Stevens & Co., which is 
reproduced on this page. There’s a bit of 
romantic circus atmosphere about this very 
window sawdusty floor, a 
gay colored ball might been 
tossed into the left front corner by a care- 


aiter tomorrow is 
coat 


with a 
which 


special 
have 
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less trained seal, and a dazzling wagon cag 
rococco in design with wheels faintly sus 
gesting the coming winter through the 
snowflake motifs. Tacked to the frail slant 
ing bars of the cage is an attractive post 
bearing the announcement ot “Stevens’ A) 
gust Sale of Furs.” And 
resistible hodge-podge ot 


inside is al 1! 
scalloped an 
carved pieces which have managed to bun 
themselves into an odd species of laml 
which looks as though he may have had 
couple of pine cones among his ancestors 
Outside the (and not reading thei: 
magazines) are the “three little 


cage 


sisters’ 


looking very trim in their black Persian box 
And just to show that Stevens isnt 
priorities, there's an 
draped 
Bags and 


coats. 
being handicapped by 
\ustralian 
floor tor 
gays and gloves and bracelets 
pealing little cluster down right. 

More coats—cloth with fur trim for variety 

over at the Boston Store have been set off 


opossum coat over the 


extra measure. Nose 


form an ap 


with ingenuity by R. R. Jericho, director ot 
display, who is responsible for the window 
pictured here. Occupying a considerable 
portion of the background is a 
section with a white brick wall and curving 
front steps. An old-fashioned lamp post 
with a lighted lantern atop, half hidden in 
a flurry of frost-tipped pine branches, and a 


modernistic leat-border of cut-out materials 


colonnad 


—Furs dominate the current Chicago display 

scene, as is evident from these displays. . 

Upper left, by Les Barofsky, Morris B. Sachs. 

. . . Center, by Bruce Elliott, Chas. A. Stevens 

& Co... . Left, by R. R. Jericho, The Boston 

Store... . (Photographs by Fred Kuehn & Co. 
Chicago) — 
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—Center, by J. W. Campbell, Carson Pirie 
Scott & Co... . Below, by Sam Blum, The 
Fair Store— 


mning round the opening complete the 
scenic effect. Five mannequins in travel togs 
stand ready to go beside a set of smart 
matched luggage. (There are just two pieces, 
so we take it that they are traveling light.) 
But there are handbags and gloves to go 
around and in wartime even a mannequin 
cant expect to have everything! The usual 
poster calls attention to the “August Sales.” 

Ii it's our job to be passing out merit stars 
this month, well focus ours to shine on Sam 
Blum’s coat extravaganza at The Fair, a 
highly imaginative splash of impressionism 
that makes sense, as you can see for your- 
self in the accompanying illustration at the 
lower right. The weather man has really 
let go a snowstorm that has two of the three 
mannequins wading in up to their Nylons. 
Center front are four impressive blocks of 
ice that look very appealing to the steamed- 


up window shopper on the outside looking 
in. The ice blocks, incidentally, serve as 
display standards tor the window ecard an 
nouncing the fur sale being featured by the 
store, and for a group of street accessories 
Additional scenery consists of some. stray 
pine cones, boughs of snow-covered pine 
needles and a clever paper background panel 
containing a spread of subtle advertising 
with a punch. Within a bas relief design 
that resembles the frosting on a wedding 
cake is a reproduction of a huge thermom- 
eter with a temperature reading of zero. 
Lettering near the thermometer reads “Su 
perior Warmth.” 
neht amid an air-brushed flurry of snow- 


Bursting through at the 


flakes is a coated mannequin surrounded by 
the captions: “Dreams Come True,” “Last 
Ing Quality.” and “Beauty on the Budget.” 
\ few seattered snowflake designs on the 
Window glass lend enchantment to the set. 

lone mannequin over at Carson Pirie 
cott & Co. has been permitted to “slip” out 
ot her coat for a special “slip” window de- 
ed by J. W. Campbell. Silk flimsies are 
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effectively draped before a pair of wooden 
picture trame units on easels and a tall, 
slim pier glass frame at the center is theatri- 
cally lighted to spot a lingerie-clad model 
behind a velvet drapery. Another slip trail- 
ing over the foot of the large center frame 
is partially covered by the only window 
card, which emphasizes a “Sale of Slips.” 
Still in first place as the feature window 
at Sears, Roebuck & Co.'s State street store 
is the War Stamp and Bond window booth 
which occupies the corner at State and Van 
Buren. Since its opening a few weeks ago 
the booth has been a real traffic jammer- 
but all for a good cause. The window glass 
has been removed, so that passersby may 
walk up to the outdoor counters and make 
their purchases of stamps and bonds. Flags 
and patriotic posters, reading, “They are 
doing Their Part—What Are You Doing 
About This War?” and “Buy War Stamps 
and Bonds” are all effective media in stir- 
ring the public to greater buying. Display 
Director John Courtney, of Sears, 1s respon 
sible for this all-out star-spangled victory 


display. 


ysl einieg tia ape ae 








Coy, Disbrow Chairman 
Dies, Aged 89 

Hamilton T. 
board of directors of Coy, Disbrow & Co., 
686 Greenwich street, New York City, died 


at his home in Summit, N. J., on July 25 


Disbrow, chairman of the 


after an illness of two years. He was 89 
vears ot age. Long identified with the paper 
business in the East, he had commuted back 
and forth from his home to New York City 
almost every day for more than seventy 
vears. Mr. Disbrow first entered the paper 
business in 1876, forming the firm of Disbrow 
Brothers. Other companies were organized 
as time went on, notably Coy, Hunt & Co., 
in 1898. He lett this firm to organize Coy, 
Disbrow & Co., Ine., in 1922. 

Mr. Disbrow is survived by his wite, tout 
sons, Elliott, Chester, Kenneth, and Gordon, 
and a daughter, Miss Elsa Disbrow 


Bergdorf Display Headed 
By Mary Merrill 


Following the resignation of John Robert 
Riley, for the past five years in charge ot 
display tor Bergdort-Goodman, New York 
Citv, Mary Merrill has been named display 


director for the firm. She had been Riley's 
assistant for two vears, and prior to that 
had done considerable theatrical desigi 


and teaching. 


Riley has accepted the position of interior 
display manager tor Lord & Vavlor, New 
York City, for which company Dana (Clare 
heads display He replaces Charles Huins 
dale, resigned, and will have as assistant 
director Edgar Vallman, who had been in 
charge of fashion tloor display Xiley in 
cludes in his experience theatrical design 
n New York City and Hollywood 
Diamond Is Appointed 
By Bliss Display 

Sid Diamond has been appointed salesman 
designer tor Bliss Display Corporation, 4600 


West 34th street. New York City, in the 
Midwest territory 


He is no neweomer to 
the display field, having traveled this terri 


tory for a period of ten years tor several 


well-known. studios. 
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Display For 
57th Street 


Fiity-seventh street in New York City | 
a special meaning in the world of fashi 
It stands for an established tradition 
high style. The names of the special! 
shops on this street are known all ov 
the world for quality, and the displeym 
for Fifty-seventh street shops have the prob 
lem of maintaining the high standards set 
by the reputation and quality of the me: 
chandise with which they deal. 

John Lavendol, display director at Mil 
grim’s, and also for the White Plains stor: 
for the past six years, believes that windows 
for his firm must be conservative, yet they 
must have a smart topical note. Cons 
quently they are kept rigorously simple, al 
though they deal with themes such as the 
races at Belmont, the Horse Show, the thea 
tre, and the opera. This is done by using 
one object associated with the above sub 
jects, such as a large program for thi 
theatre displays, and allowing that to carry 
out the idea. 

Simplicity is coupled with excellent work 
manship, to complement the high order ot 
workmanship in Milgrim merchandise. Lay 
endol considers a rough edge or a_ pro 
truding nail the most glaring fault that a 
specialty shop window can have. 

The store has only two windows, so eacl 
tvpe of merchandise waits its turn for dis 
play. Gloves, hats, bags, lingerie, accesso 
ries—each appears once a month. One ol 
the most interesting windows was a recent 
display promoting “Crown Jewel’ gloves 
The English crown was shown on a large 
pillow, with hands protruding at all angles 
A mannequin in a white evening dress was 
reflected in the light of imitation jewels 
twinkling all over the window. 

Milgrim’s has carried this same simplicity) 
over into displays with the theme of Vic- 
tory and defense. Theatrical lighting, well 
executed props, and pleasing color have 
combined to make USO and war bond win 
dows highly effective. 


Crochet Display Contest 
Results Announced 

The first prize of $100 in the large stores’ 
division of the display contest held in con- 
junction with National Crochet Week has 
been awarded to Charles F. Hart, Kresge’s 
Department Store, Newark. Second place 
and $50 went to A. L. Rowe, Montgomer) 
Ward & Co., Oklahoma City. In the smaller 
store classification, $100 was won by Rus 
sell Roe, Fandel’s, St. Cloud, Minn., and $50 
by James H. Lanham, Minear Dry Goods 
Company, Greensburg, Ind. 


—Typical of Milgrim's display are the three 

pictured here. Simplicity, emphasis on quality 

and neatness of execution characterize the 

firm's display under the direction of John 
Lavendol— 
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Introducing the =="——"__ 


Every so often a fresh, new idea captures the fancy of the 
American displayman. Such was the reaction to the Bendy 
Family at the St. Louis Convention. 


A glance around this page will convince you that the Bendy 
Family, aside from being new and different, are cleverly 
designed eyecatchers and, as such, displaymen will put them 
i to work in the interiors and windows of their stores telling 












a message, attracting attention and helping sell merchandise. 









No. 279-1 PATRIOTIC PANEL (upper left) 144” wide, 79 
high. In red, white a blue with Gold Eagle 
Complete $17. 95 Eagle only $6.9 
Nos. 270-271- 5272 -SOLDIER, SAILOR AND WORKER 
(upper ee high, 20 w ide in typical ed 
The BIG HIT at pical | coloted 
e No. 277 LION BENDY (lower lett) 30” high, 41” long, i 
St. Louis tawny lion colors, with rope tail $9.50 ea. 
No. 278-—CHICK BENDY (lower left 8” wide, 20” high 
* Fawn and white wings, red breast $4.50 ea. 
No. 275—CAT BENDY (lower right) 4X high. 30” longs 
Made of BENT-BOARD Shiny black with vellow eves $4.95 ea. 
No. 276 DUCK BENDY (lower right) 20" higt Ml wice 






and flat HARD BOARD Fawn color with green head $5.50 ea. 


For further information write us or 
consult your local display dealer. 


HARVE FERRILL & CO. 


2635 S. WABASH AVE. CHICAGO, ILL. 






nd 


* 


Lacquered in 







vivid colors! 







Made of 
durable 


materials! 










Clever! 


Eyecatching! 







Hundreds of 
practical 













uses! 


* 
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It’s In The Cards 


rhe problem of getting seasonal angles 
into showeards is really no problem at all 
for the autumn season. There is such a wide 
variety of subjects which convey fall atmos 
phere to the shopper that it is more a ques- 
ideas from the 


tion of selection ot a tew 


many that exist 


And, 


mental associations, the 


slow to change in 
tried-and-true 


since people are 
thei 
slates, acorns, cheer-leader megaphones, and 
effective 
these 


autumn leaves are always show- 


However, decora- 
that it 
writer to deck 


order to 


card treatments. 


tions are used so treely becomes 


necessary for the card them 


out with a touch of novelty in 
keep them attractive 
Fhe card tor Hats” has a 


half-inch 


| orduroy 


brown megaphone mounted on a 
block 


lic 1 


in order to make it stand out in re 
Ph was airbrushed 
light 


e card background 


] 


around the megaphone in a brown 


By E. H. THIEMAN 
Display Service Studio, St. Louis 


the background ran an 
and 


\cross the base of 
appliqued 


at the upper left was the airbrushed figure 


strip of crimson cardboard 


ot a cheer-leader. The megaphone was out- 
lined in yellow, and the dry-brush lettering 
was in the same shade. 
The slate black 
course, with the edges formed by woodgrain 


had a background, of 
cardboard appliqued in place and with edges 
striped in Outline 
and megaphone were 


in bright red, yellow. 
sketches of a “Jalopy” 
used as decorations. The lettering was white, 
roughly done to simulate a school black- 
effect. 


background for the 


board 
‘| he 


card 


Tones” 


“Wood 


was formed by stock having a wood 


grain. Two maple leaves, one large and the 
other small, were tipped on lightly; a small 
bit of bent cardboard under the leaves held 
They were 


them out from the card surface. 


air-brushed in autumn shades. 


r 


£E 
YA TWE WEADS 
THAT ARE CRANMED 


WITH CAMPIIS KWOWLED 
- WEAR 


} 


Hats 


TO LOLLELO£L 


LALA 


Exactly the same method was followed 
the card seen at the lower leit. The cut-o 
leaf was green, as was the appliqued sti 
across the base. The background was in 
brown-bluish criss-cross effect. 

For the card at the lower center a broy 
background used, which wa 
appliqued a light wood-grain stock with se: 
rated edges to look like a section of plan 


was against 


Brown lettering appeared across this por 
tion of the card, with a yellow stripe and 
vellow dollar sign as the only other shack 

The last card had a cut-out acorn as its 
feature. This air-brushed 
around the with and yellow 
The words 
resemble 


principal was 
edges green 


against the criss-cross. stock. 
“Jam jam’ 
logs and were in yellow outline with green 
ish-vellow The 


across the base was in yellow. 


were done. to small 
decorative strip 


The back 


shading. 


ground was dark brown. 
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75 Spring Street Display Paper Division New York, N. Y. 
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JA. D. News... 





The International Association of Display 
Men has changed its name to International 
\ssociation of Display. There were several 
factors that influenced the board of directors 
to make this change. Perhaps one of major 
importance was the fact that the member- 
ship of the I. A. 
of the fair 
themselves a 
tion. It directors 
that the elimination of the word “Men” from 
the association's name will encourage these 
members of the I. A. D. to take 
an active part in the organization’s 
affairs. Another valid reason for the change 
to I. A. D. is that the term “Display” is 
more inclusive than that of “Display Men.” 
The [. A. D. today manu- 


and mate- 


1). includes many members 


sex, ladies who have proved 


valuable asset to our associa- 


was the opinion of the 


feminine 


more ol 


includes many 


facturers distributors of display 
rials among its members. 

The present association in the days of the 
under the 


Win- 


This name was 


Spanish-American war operated 
National Association of 
Trimmers of America. 
changed in 1913 to 


Window 


found 


name of the 
dow 
“International Associa 
The following 
the association adopting the 


tion of Trimmers.” 


\ugust 
under which it has been known 


Nannie ever 


since 


held SO 
of June 


The Victory 
successtully in St. 


conterence 
last 
several changes in the set-up of 
directors of the I. A. D. 
B. Mc 


Kann Sons Company, Washington, 


Display 
Louis the 
resulted in 
the officers 
he first 
Cann, » 


to the chairmanship of the board of direc- 


and 


was the retirement of J. 


tors president, which 
distinction 
should 
able 


McCann in the handling 


from the position of 
position he held with such 
for the past terms. <A 
be included here as recognition for the 


had 
three word 
course directed by 
of the 

The 


mountain of 


the association. 

Ray W. Parks, 
friendship New 
shire,” as a writer once aptly described him, 


finances ot 
“the 
Hamp- 


new president, 


from 


needs no introduction to the majority of you 
readers of DISPLAY WORLD. — Suffice 
it to say of Ray Parks that there is no man 
wrapped 
up, heart, body, and soul, in the growth and 
advancement of the I. A. D. If 
scientious effort and knowledge of the needs 


in the organization who is more 


real con- 
of the International Association of Display 
will contribute to its success, then Ray Parks 
should enjoy a very successful administra- 
tion 
Richard A. Staines, Vandever’s, Tulsa, re- 


tires as treasurer, to become the director 
from the ninth district; he can rest upon 
earned as one of 
treasurers this organization 
The baton of the 
taken up by C. H. Fadem, 


Tailoring Company, Cleveland. 


the laurels he has truly 


the most abl 
has ever enjoyed. treas- 


urer is Lyon 





By ALBERT J. FRENCH <=: 


Managing Director 


The change in location of the I. A. D. 
office and headquarters from Washington to 
Manchester, N. H., of necessity resulted in 
the resignation of John King as the man- 

i King did admirable 


aging director. John 
the conventions, or 


work in his conduct of 
conferences, of the past. 
the exhibitors’ needs has been extensive and 
such experience will be laboriously acquired 
by myself as his successor. The policy ot 
the I. A. D. that the 
managing director shall, when possible, be 


His know ledge ot 


has been office of 
held by a man selected by the incoming 
president, with the full approval of the board 
of directors. 


There number of organizational 


plans that are yet to be 


are a 
developed by our 
new president, but I quote him as follows: 
“T believe that the 
vital problem facing us as an organization, 


most important and 
and as individual members of the display 
field, is this war. All 
ondary. 


lo 


winning else is sec- 
full and 


Display 


that 
\ ictory 
made 


this end, I believe 
complete support of the 
Committee and the 


government 


requests 
shoul l 
consideration and attention. 


upon us 
by our gain our first 
“Our next responsibility is that the iden- 
success of the L A. D. 
as a separate, yet fully supporting agency or 
organization of the authorized Victory Dis- 
play Committee, must be retained. This is 
important and I kelieve the I. A. D. should 
function for the purpose of protecting and 


tity and continued 


promoting the interests of you members ot 


the display field as an organization of co- 


ordination.” 


the new adminis- 
tration letter to the 
president, pledging the support of the I. A. D. 
in the Victory 


the first acts of 


was the 


One of 
sending of a 
Display program. Below 1s 
the reply from the president’s secretary, fol- 
lowing which is a cops of our letter to the 
White 


House: 


My dear Mr. 


Parks: 


interested to receive 
and is gratified to 
pledge of co- 
program which 
International Asso- 
\ssurances such as these 


The president 
letter of 
know of the 


was 
your July 6, 
wholehearted 
operation in the war you 
submit on behalf of the 
ciation of Display. 
are being received from many loyal citizens 
throughout the nation and they are indeed a 
i strength to him. Needless to say, 


he also appreciates your prayerful wishes. 


Very 


source 


sincerely yours, 


(Signed) M. H. MelIntyre, 


Secretary to the President. 


My dear Mr. President: 

The unified efforts of all members ot 
display profession are pledged to the cor 
plete support of 
war program. 

You are assured that the Internatio: 
Association of Display will cooperate ai 


your successtul natior 


uphold those programs of display of our go) 
ernment as directed by the Victory 
Committee to the best of our ability. 
Our efforts inclu 
those of more than 36,000 displaymen who 


Displ 
for cooperation will 


direct the displays in more than one millio1 
show windows throughout our nation. 
May God direct and guide your efforts to 
a successful conclusion for the safety ot 
democracy. 
Respectfully yours, 
(Signed) Raymond W. Parks 
President. 


The coverage of the St. Louis Victory 


DISPLAY WORLD 


one of the 


Display Conference by 
is certainly most outstanding 
contributions of cooperation to the I. A. D 
The 
that the members of the St. Louis Display 
Guild, under the able direction of its presi 
dent, Kenna of the 
Company, were certainly most 
In fact, the plans and the complete 
with which the details handled 
for the five-day meeting were outstanding, 


consensus of opinion is unanimous 


Thomas Famous-Bart 

outstanding 
hosts. 
ness were 
especially in view of the fact that the entire 
program was changed at short notice to con 
form to the national of the Vi 
Display Committee. 

Their hospitality, friendship, and coopera 
tion will long stand in the memory of th 


bce DD; 


program 
tory 


To all members of the display field: Prest 
dent Parks and I extend to you an 
tion to avail yourselves of the facilities 0 
the International Association of Display. A 
letter to our new headquarters, 705 Beecl 
Manchester, N. H., receive oul 
prompt attention. It is necessary that we 
all confine travel to the minimum, to 
contorm with the request of our government 
to limit all transportation for the operation 
country’s war efforts. With this 
thought in mind, it will be necessary. that 
we conduct the bulk of our business needs 
by mail, rather than personal contact. \W« 
are prepared to do our share by giving 


invita 


street, will 


our 


of our 


the best mail service possible and throu 
the I. A. D. bulletin, which will 
you members of the I. A. D. as a mont 
publication, as in the past. The illustra 
tions will be liberal and news copy will !« 
kept interesting. If you are not on tli 
regular mailing list of the I. A. D., 
extend to you an invitation to write us at 
once. 


COM 





AUGUST, 1942 DISPLAY WORLD 





























FOR THE FIRST TIME! 
America’s Fighting Planes 


(one inch to 72 inches) 


ARMY AND NAVY ACTUAL SCALE MODELS 


The planes that bombed Tokio — Flying Fortresses; Lieutenant O'Hara's 
Grumman Wildcat; the Catalina Flying Boat that spotted and doomed the 
Bismarck — are all included in these famous scale models offered to the 


Display field for the FIRST TIME. 
COMPLETE SET OF 9 NAVY PLANES 


*] ? 50 
Per Set 








COMPLETE SET OF 13 ARMY PLANES 


*T ") 50 
Per Set 


The use of these authentic scale models of our fighting 








planes in your window and interior displays will not only 
attract customers to your store but will help our country's 


educational plane recognition program 


Models are made of special composition and heavily 
coated with plastic — practically indestructible. Finish 
is black to conform with Army and Navy plane silhouette 


recognition program. 





SUSTAINING MEMBER 


DARLINGS “AM DISPLAYS 


BRONSON MICHIGAN 





* Dramatic, pulse-quickening displays to sell War Bonds and Stamps in 


your Aviation Week windows and during many other patriotic occasions. VICTORY DISPLAY COMMITTEE 


See these Famous Scale Models at your Local Distributor 


DISPLAY—THE “FRONT LINE” OF MERCHANDISING 
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Adapting Utility Display 
To The Emergency 


By T. J. TAYLOR 


Philadelphia Gas Works Company, Philadelphia 


In the ful- 
service to a 


\ public 


filling ot its 


utility must be alert. 
mission of great 
city, such as Philadelphia, it must be con- 
stantly watchful of changes which will affect 
itself or of changes in which its far-reaching 
influence can be used to affect conditions in 
general. Just such a change occurred Sun- 
December 7, when the treacherous Jap- 
attack on Pearl Harbor catapulted 
into another World War. 
Philadelphia Gas Works 


away at the 


day, 
anese 
the nation 

Display at the 
Company had pumping 
attempting to do its expected part in 
Then on 


been 
public, 
bringing in sales and more sales. 
this company’s display 
assignment. Overnight the re- 
quirements changed from those of stimulat- 


December 7 was 


Piven a new 


ing the sale of gas appliances to a new set 
which involved a sort of retracing of steps 
position where gas appliances 
hold the limelight in the 
competition and yet the 
subjected to the 


to a were 
still to 


possible 


face ot 
selling 
angle was to be service 
angle 

\nother picture that 
in December; although it had been 
before, it had not 
That angle was the in- 
clusion in our display 
of publicity which might help to win the war 


angle entered the 
Sunday 
touched on lightly been 
forcibly featured. 
story of any phase 
and win it quickly, decisively. 

Oui 


stallation was complete; 


interior and window in- 


it would be too ex 


Christmas 


pensive to change the entire set up and in 
such a sudden change in the 
the public it better 
maintaining that 


the face of 
every-day life of was 


for purposes ot morale 





Christmas remain our theme. 

The year 
and with it would come 
complete display change. 

Here it is 
economy is our by-word, 
appliances would be eventually 
at least the majority of them would be—it 
was advisable to use a theme which would 
First, not be too strong 
Second, help promote the 


new was on its way, however, 


the necessity for a 
necessary to point out that 
therefore since gas 
frozen—or 


do many things. 


in selling appeal. 





war effort. Third, show the public ho 
beneficial to them their present gas app! 
ances could be for the duration. The perio 
to be covered was a long one—January, Fel 
ruary, and March—this, of 
the necessity to economize. 

Careful thought in the 
designing of our displays to cover this px 
riod finally resulted in the use of a gas 
appliance to be featured in each window as 
with the display architecture being 


course, due 


conception ai 


usual, 


kept -very simple and having as its attention 
arrester a photo of some war activity, such 
as ship building, machine shop work, sol 
diers in the field, battleships at sea, “Flying 
Fortresses” over a mountain ridge, etc. 

As the nation’s war effort gained momen- 
tum and as one by one our gas appliances 
became frozen our themes have 
further toward the purely institutional. 


gone ever 


War bond displays are featured in two 
windows in our main and of cours¢ 
follow the Victory Display Committee's off 
cial themes. 


office 


Another window is devoted to government 
news releases—official and navy 1n- 


formation and photos. 


army 
The management has devoted the large 
corner window to the permanent display 0! 
our company service flag. Posters of all 
kinds having to do with the war effort are 
displayed almost constantly. 


Thus this public utility has adapted its 
display to serve its nation, help maintain 
morale, and keep its service story before the 


public—“lest they forget.” 
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interesting War Display 
By Colorgraphic 

Colorgraphic, Inc., Chicago manutacturer 
if modern war toys, has worked out a dis- 
play idea of interest to this field. A large 
number of the firm’s toy tanks, jeeps, guns, 
bombers, and the like, in three dimensions, 
are shown in the foreground of the window, 
issuing in steady streams from an attrac- 
tive die-cut background, painted to repre- 
sent factories, steel mills, etc. The setting 
symbolizes America’s ever-increasing flood 
of war material. Above the factories ap- 
pears the slogan, “Buy War Bonds 
Speed Production.” 

For display purposes, the necessary parts 
of the setting can be obtained at cost from 
Colorgraphic, or they are furnished free 
with quantity purchases of the toy sets. The 
tanks, guns, and other equipment can also 
be bought without the background. 


Findlay Joins Maison Blanche 
As Display Manager 

Robert Findlay, formerly of Gus Mayer 
Company, New Orleans, has become display 
director for the Maison Blanche Company, 
of the same city. Findlay will be remem- 
bered as the 1938 president of the San An- 
tonio Display Club. 

Eddie Coudrain, who had been’ with 
Maison Blanche for several vears in charge 
of display before resigning the position, has 
not announced his future plans. 

Gerald Dunston, formerly first assistant 


at Foley Brothers, Houston, has taken over 


the display department for the Gus Maver 
Company. 
New Paper Line Is Known 


"Chantilly Lace" 


Warren A. Gallagher, sales manager of 
the display division of Coy, Disbrow & Co., 


686 Greenwich street, New York City, has 
announced the release of a new design called 
“Chantilly Lace.” The delicate lace design 
is processed in color on 40-inch “NoSeam.” 
The available colors are red on white, black 
on white, and blue on white. Samples will 
be forwarded on request. Several new 
Christmas designs by Gallagher, processed 
on “NoSeam,” will be announced soon. 


Tennis Week Prize 
Won By Beene 


First prize in the window display con 
test conducted in conjunction with National 
Tennis Week has been awarded to FE. M. 
Beene, Leonard's, Fort Worth. Entries in 
the contest almost doubled last vear’s total 
and fell only a few short of the all-time 
mark, according to the Sporting Goods 
Dealer, St. Louis, sponsor of the event. 


Local Display Contest 
Won By Harbour 

First prize, consisting of a $25 War bond, 
in a display contest staged among merchants 
of Montgomery, Ala., has been awarded to 
Robert Harbour, Fannin’s. The window fol- 
lowed a patriotic motif, featuring an air- 
Plane whose propeller was in motion and 
“guns” from which came “smoke ;” the latter 
effect was accomplished by the use of dry 
ice and a concealed fan. 
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‘True, sales of new refrigerators are frozen for the 
duration but how to build an eye-catching display 


. pitty 
Charm on- Wheels. The base of White Mirror Flex is still hot news! 


glass in this charming perfume cart for Coty adds an Gold Mirror Flexglass certainly added the sparkling 
attractive note with i's glittering texture. Designed by 7 _ P 
Wl. Sienwesard and Associates, touch to the semi-permanent type display for Frigid- 
aire shown here. Again, see how skilfully Flexglass 
has been used by the designer to catch the cus- 
tomer’s eye in this utterly feminine perfume cart 
for Coty. 


Two widely different displays, yet Flexglass 
steps-up the eye-appeal and smartness of both. 
Phat’s what you call versatility. 

What is Flexglass? Little rectangles of glass 


mounted on fabrie—glass that bends concavely 
or convexly as your creative urge demands. 
The Glass That Bends Use Flexgiass cemented to any hard, smooth 
surface for permanent beauty, or by the sheet 
; as gli s backg - merchandise. 
Modern Interior Wood Treatments are possible at low . ul amorous bac kground for merchane 
cost with FLEXWooD. Genuine wood, fabric-backed. Strong Flexglass is smart, practical, with dozens of 
and durable, yet bends around a pencil. Jointly manufac 
tured and marketed by The Mengel Co., Louisville, Ky., 


uses for displays. Send for our Free ( ‘olor Card 
and United States Plywood Corporation. and name of distributor nearest you — Now! 


UNITED STATES PLYWOOD CORP., 105 Park Avenue - New York, N. . 





MANNEQUINS (eg 
4, MILEO oem | FALL DISPLAYS 


Creator Since 1900 yi: oe Ye A FEW MODELS STILL AVAILABLE 


While limited stocks 
Now: Highly stylized manne- last, you can still get 
quins created by sculptors who ; FLEXOACTION turn- 3 
know fashion. The feature of our " tables. Write today, to “~ 
1943 line. Up-to-the-minute hair-do's. Staten: ree 
one m MERKLE-KORFF GEAR CO. 
7 West 36 St. 6th Aves. New York 211 North Morgan Street Chicago, Ill. 














PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 





DISPLAY WORLD AUGUST, 1942 


|.A.D.M. Prize Winners 


“is 

















—The quality of the photographs entered in this year's International bottom; by George Bengel, Jr., Parsons-Souders Company, Clarksburg 
Association of Display Men contest was up to past standards, although W. Va.; Richard A. Staines, Vandever Dry Goods Company, Tulsa; Joseph 
the actual number of pictures entered was considerably below normal. Apolinsky, Loveman, Joseph & Loeb, Birmingham. .. . Right column, C. M. 
Typical of the various prize winners are these. . . . Left column, top to Shrider, A. E. Starr Co., Zanesville; Richard Staines, and Jos. Apolinsky— 
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Shulton Contest Winners 
Are Announced 

Four hundred dollars in War bonds were 
won by Peter Katzenmiller, Goldwater's, 
Phoenix, as first prize for the department 
and specialty store division of the annual 








Father’s day display contest sponsored by 
Shulton, Inc., 630 Fifth avenue, New York 
City. Second prize, $250, was awarded to 
Rk. L. Sellers, J. P. Allen Company, Atlanta, 
while third place and $125 went to S. E. 
Thompson, Sibley Lindsay & Curr Company, 


Rochester, N. Y. 







bonds went to W. A. Boeling, Hook Drug 
Company, Indianapolis. A. William Mce- 
Mahon, Glasser Drug Company, St. Louis, 
won second prize. Third place was awarded 
to Eckerd’s, Greenville, S. C. 











Birmingham VDC Group 
Stencils Sidewalks 


Members of the Victory Display Com- 


sages on local sidewalks. Done in _ red, 


of a shield bearing the words: “Continue 
to walk these sidewalks free men—buy U. S. 
War bonds and stamps.” Those responsible 
for the work were Joseph Apolinsky, Love- 
man, Joseph & Loeb, who is local VDC 


Wilkins, Pizitz Dry Goods Company, and 
Angelo Pumilia, of Loveman’s. 























John Jackson Resigns; 
Replaced By Mooney 


for sixteen years. He has been replaced 
with Hugh F. Mooney, his former assistant, 
who will direct the display staff composed 
of Dorothy Kagey, William J. Cunningham, 
and George H. Freitag. 


Middieshade Prize 


Goes To Hanson 





First prize in the National Middieshade 
Blue Suit display contest has been awarded 





to Bob Hanson, Dent's, San Diego. 















VDC SCHEDULE CHANGE 


The Victory Display Committee has 
found it necessary to make a place for 
the navy and the marines in the pro- 
motional program for August and Sep- 
tember. The following dates now apply 
for retail window displays: 

Aviation Week—August 15-21. 

Navy—August 22-28. 

Back-to-School — August 29-Sep- 
tember 4. 

Labor Day (Four Freedoms)—Sep- 
tember 5-11. 

Constitution Day—September 12-18. 

Navy—September 19-25, 















In the drug store classification, $400 in | 


mittee group in Birmingham spent most of | .%. 
a recent night in stencilling patriotic mes- | “S: 


white, and blue, the emblems took the form | # 


chairman; Joe Vaughn, Porter Clothing | 
Company; Ray Schoenman, Blach’s; L. L. 


John T. Jackson has resigned as display | 
manager for the Erlanger Dry Goods Com- 
pany, Canton, Ohio, in order to accept a | 
position with Old King Cole Company, of | 
the same city. Jackson was with Erlanger’s | + 
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pantilly, Lace 


A Delicate Lace Design Processed in Color on 40'' White NoSeam. 
An Excellent Medium for Ledge, Showcase and Window Displays. 


Colors Available Prices 
Red on White 40"x 25'—$ 3.75 
Blue on White 40"'x 50'—$ 7.25 
Black on White 40"x100'—$14.25 


SAMPLES SENT UPON REQUEST 


1942 Fall and Xmas Catalogue now available 


COY, DISBROW & CO., Inc. 


686-690 GREENWICH STREET NEW YORK CITY 














Sand Sculpture Enters 


By MARGARET MILLER 
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Evanston, Ill. 


Displaymen are notably resourceful in 
using odd materials and novel ideas. Within 
the past six months, for example, they have 
grown real vegetables and plants in Victory 
garden windows, transformed windows into 
bond sales booths, and installed displays of 


bulky pieces of merchandise and equipment, 


some of which weighed up to 2,500 pounds 
each. 
Now Henry A. Strasser, display director 


of Marshall Field & Co.’s stores in Evanston 
and Lake Forest, Ill., in addition to building 
a strong Victory display window, has exper- 
with a new medium that may have 
varied and interesting possibilities. With 
the help of a legless sand sculptor he saw 
Evanston, he 


imented 


modeling on a vacant lot in 
conjured a legless maiden from the Atlantic 
to the Middle West. 

In a window of Field’s in Evanston, Wil- 
liam Dunbar MacDonald sculptured the fig- 
mermaid against a shell back- 
ground. The piece, made entirely of Lake 
Michigan sand and water and resting at a 
40-degree angle, was modeled in 4 hours. 

With it as the dominant interest, Strasser 


coast 


ure of a 


advertise cosmetics 


woman. On the 


window to 
outdoor 


designed a 
that 
opposite side of the window 
quin in a brilliant red swim suit, standing 
on a board-walk and holding in her right 
hand a large white silk rope that dipped 
low and was attached in the foreground to 
the sides of the window. 

Shells of varied sizes, shapes, and colors 
were sprinkled on the white silica sand floor. 
Bottles, boxes, and jars of cosmetics sat in 
the scallops of the sand shell, on the floor, 
and on the board-walk Attached to a fish 
net draped in the background were gaily- 
colored, three-dimensional paper fish, care- 
fully selected to carry out the color contrast 
and And in the 
lower background were three gray heaps of 


beautify the 


Was a Manne- 


harmony of the window. 
imitation wood, two topped with giant lip- 
sticks of similar color to the swim suit, and 
vellow-green and_ pale 
lenses in 


coral sprays in 


orchid. Lighting was by colored 
spotlights placed at angles to obtain the best 
effect. 

Had it been earlier in the season Strasser 

would have used sand sculpture in an entire 
series of windows. 
Though the sand art is especially appro- 
priate for beach scenes, it might be used for 
hunting scenes, patriotic displays, or other 
products of the displayman’s imagination. 

MacDonald, the 
adept at modeling animals, and he can con- 
struct in 12 to 14 hours a group of six 
horses and six soldiers, with guns, caissons, 
and other equipment. He can also paint his 
figures by putting on them a thin lacquer 
base, then building up two coats on top of 
that and applying traffic paint. He uses no 
tools except trowel and paint brush. 

Correlated with the mermaid window was 
a second window that likewise used the nau- 
theme. On its floor was white silica 


sculptor, is especially 


tical 





sand, this time set with exquisitely-tinted 
sea corals from different parts of the world. 
In the right background against a flat- 
stretched fish net appeared again the bright 
paper fish, none the same color as those in 
the first one fat fish striped 
red, white, and blue. 

Feminine mannequins, one posed in a sea- 
side cabana, the other on a beach chair, dis- 
togs and equipment. 


window, and 


played colorful swim 
Two handsome white sea horses gave an air 
to the window. Bright rafha 
adorned the cabana. A 


of elegance 
balls and 
showcard in the foreground read: “We say 
swim to be aquattractive.” Green and white 
spots were used overhead and amber at the 


tassels 


sides. 
Three other 
tured child mannequins of assorted sizes dis- 


windows in the series fea- 


playing beach and work-play clothes. Sand 
was used also on the floor of these. Sails, 
tillers, tiny coral and green-colored shells 


in spiral shape, toy boats, and large plastic 
frogs and turtles were used to complete the 
atmosphere. Showeards bore the 
“Fun in the Sun,” “Fun Time at 
“*Sun fashions’ for the 


nautical 
MessaLes : 
the Beach,” 
little tots.” 
Supporting the Victory Display campaign, 


and 


the Marshall Field store in Evanston de- 
voted one window to interpretation of the 
current theme, “Let's All Fight.” Between 


a gray-blue curtain background and a large 
red “V,." carrying three mottoes and a 
gold eagle in addition to the center slogan, 
were a Red Cross nurse in regulation gray 
field uniform, a soldier in khaki, and a pro- 
duction worker in blue denim. 

\ wooden reproduction of a Springfield 
rifle rested against the “V” and the swirl 
on which appeared the principal slogan. The 
soldier was leaning slightly on the inscrip- 
tions: “Bonds Will Wreck the Axis” and 
“This War is Everyone's Business.” 
lower left side of the 
using 


Concealed on the 


window was a colored spot wheel 
vellow, amber, orange, green, red, and blue. 
It produced a variably-lighted, scintillating 
disks turned and in 


their 


background as_ the 
changing intermingled colors. 
Displaymen Decorate Library 

For Big Bond Drive 

With the mercury flirting with 93 degrees 
and the humidity doing its dampest, New 
York displaymen stripped for action recently 
and went to town with stapling guns, lad- 
ders, paints, and hammers to decorate the 
facade and steps of the Fifth Avenue Public 
for the “Block Party” to sell War 
Stamps and Bonds on Tuesday, July 28, 
from 5:30 to 8:30 P. M. The working equip- 
ment was put away exactly three hours after 
the job started. 

The facade, plaza, and sidewalks in front 
of the library were completely decorated 
with the following materials: forty booths; 
a 30-foot thermometer to show sales; three 
stands; two 40-foot-high “V” 


Library 


entertainers’ 
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yards of 


symbols; thousands of bunting 
3,000 flags; 5,000 red, white, and blue papx 
honeycomb balls. 

These decorations were designed and i: 
stalled entirely by displaymen of New Yor 
City. One hundred display executives a1 
helpers came to the library at 11 
Tuesday morning, and in three hours tran 
formed the scene into a brilliant patriot 
setting. Those who supplied lumber, fabric 
paints, flags, their mat 
rials and services at cost. 

More than 150,000 people congregated 
the rally, spread halfway across Fifth av 
nue and packed in the Plaza, to hear ar 
Broadway stag 


o'cl Tr 


etc., contributed 


see an imposing array of 
talent as well as brief patriotic address: 

Ray Bolger, the dancer, and Larry Ad 
harmonica virtuoso, contributed to the e1 
tertainment while several hundred attractiy: 
salesgirls from leading New York depart 
ment circulated through the 
selling war stamps. One large store led th 
list of heavy bond buyers with a single pu 
chase of $425,000. Another store was repr 
sented by a $100,000 sale. 

Lively bidding by Olsen 
comedians, and two store presidents for a 
Coast Guard boat finally ended in a $25,000 
bond purchase for the sale of the boat. 

The crowd of spectators enjoyed the fast 
moving put on by stage and 
stars, musicians, war heroes, radio comedi- 
ans, and speakers. Walter O’Keefe was the 
first master of ceremonies, introducing Clare 
Boothe, playwright and journalist, who ap- 
pealed for the  bond-selling campaign. 
Willie Howard and Lou Holtz exchanged 
pleasantries, and George Burns and Gracie 
Allen carried on. 

War heroes were introduced—Dutch, Nor 
wegian, British, and Canadian veterans 
and were received by the crowd with en- 


stores crowd 


and Johnson, 


show screen 


thusiasm. 

At the Fortieth street corner of the Plaza, 
a jeep, a 1,700 horse-power Wright airplane 
engine, an anti-aircraft gun, and the Coast 
Guard boat made an interesting exhibit and 
emphasized the serious business of war. 

Progress of the sale of stamps and bonds 
was recorded on an enormous thermometet 
in front of the library facade. Each time 
the gong rang and the red line mounted a 
little higher, cheers rose from the onlookers 
At the end of the rally, Ed Sullivan, news- 
paper columnist, brought triumphant roars 
from the crowd as he announced a grand 
sales total of $1,435,000 in War Bonds and 
Stamps. 
Murray Leavitt Celebrates 
Birth Of Granddaughter 

It's “Grandpappy” Murray’ Leavitt now, if 
you please, since his daughter, Mrs. Sidney 
Schweitzer, gave birth recently to an 8-pound 
girl who has been named Arlene. Leavitt 
is display manager for the American Safety 
Razor Company, Brooklyn. 
Price Correction 
Is Noted 

The Dryden Press, Inc., 103 Park avenue, 
New York City, calls attention to the tact 
that in Barbara Baer'’s column, “The Play 
World,” in the June issue the “New Scene 
Technician’s Handbook” was listed at $4.25 


per copy. The correct price is $3.25. 
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New Facil Fab Fall Leaves and Grape Cluster 
Ready For Immediate Delivery 





A New Treatment For Fall Leaves and 
Grape Clusters 


Made of Facil Fabric mounted on flexible 100 point board 
and expertly die cut to shape. 


SIZE 18° wide x 24° high 


Foundation colors are Wine. Rust. Gold and Green. artis- 
tically air brushed with harmonious soft colorful high light- 
ing and shading. giving depth to these beautiful lustrous Fall 
colored leaves and grape cluster. 


No. Grape l a $18.00 dozen 


l 
a 
on 3 a Solid Colors $15.00 dozen 


No. 4 Grape Cluster $20.00 dozen 


Send for our Brochure covering our New Line of 
Christmas Specialties 


Dramatize the Victory Program with our L E B O WwW A D V E R T l S l N G C O . 


Heroic Ensembles advertised in previous 15 West 37th St. New York. N. ¥. 
issues of Display World 



































AN INEXPENSIVE SUBSTITUTE 
for REAL LEATHERETTES 


Crush-Grain has all the surface character of fine Spanish 
leather. Embossed for depth, high-lighted for beauty. 
Produced on strong, pliable paper with washable sur- 
face. Available in the following Light Colors: Rose Pink. 
Light Green, Sky Blue, Light Tan, Cream and Spanish 
Yellow. 1 to 12 rolls, $1.95 per roll. Metallic and Dark 
Colors: Maroon, Xmas Blue, Xmas Red, Xmas Green, 
Gold and Silver. 1 to 12 Rolls, $2.25 per roll. ROLL 
SIZE, 48” wide x 25’ long. 


BULKLEY, DUNTON & CO. 


Display Papers Division 
New York—295 Madison Ave. Chicago—2625 S. Wabash 
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By De SAULT (pen. eee, 





—The new wall board bends have become very 

popular in the show window of today. In this 

sketch is shown how they can be used in the 

development of a store booth. Note the practical 

nature of the recessed overhang on the counter. 

Here the double cornice top provides excellent 
space for a lettered message— 





—Here is an unusual method of using "Victory 

V's’ as decorative supports for the shelvings and 

canopy top of a display booth intended for the 

presentation of merchandise to be sent to the boys 

in service. The color scheme is of course red, 
white and blue— 


—The cart functions as a display table. It can be 
made any size, but should be large enough to be 
practical for display and selling purposes. It is 
handy for showing dishes, packaged delicacies, 
candies, handbags, slippers, and so on— 


0 









































—Phonograph record sales climb when they 
are set apart by means of a special sales 
booth of this type. The idea shown here 
can be used on any table or counter. A 
large cut-out lyre is fastened securely to a 
platform and serves as a decorative sup- 
port for the identification sign made of cut- 
out letters mounted on either records or 
record fac-similes. The lyre should be 
finished in gold— 
























' 
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‘Display For Victory'’ Meeting 
is Held By Boston Club 


Nearly 100 displaymen of Boston attended 

recent “Display for Victory” meeting at 
the Hotel Statler. Edward J. Sherman, Ken- 
nedy’s, president of the club, introduced 
\Vinthrop B. Frye, Filene’s, who is Boston 
chairman of the Victory Display Committee. 
Frye outlined his plans and appointed a 
number of men to help in the organization 
vork, among them being: Ambrose Riley, 
Jordan Marsh Company; Frank Splan, R. H. 
White Company; Edward Sherman; Frank 
Karly, Gilchrist’s; John G. MeCarthy, Brown 
Durrell Company; John Waite, J. W. Brine 
Company; John Lyons, Corcoran’s; Edward 
Gleason, New England Telephone Company ; 
Charles Kemp, Raymond's; Carl Grady, I. 
J. Fox, and A. Spinnay, Liggett Drug Com- 
pany. 

Thomas F. O'Connell, of the press and 
radio section of the Massachusetts War 
bond committee, was present and pledged 
the full support of his office. 


Bingham Wins Honors 
For Navy Display 

\ committee of naval officers recently 
awarded first honors in a local contest to a 
display by Frank G. Bingham, Robertson 


Brothers, South Bend. The display was 
installed as part of a drive tor “South Bend’s 
Own” naval air squadron. Others given 


honorable mention, in the order named, 
were: B. L. Taylor, Sears, Roebuck & Co.; 
Office Engineers, Inc., and William Tusing, 
George Wyman & Co. 








COMING UP 

National Aviation Day—August 19. 

Red Cross Established (1864)—August 
22. 

Germany Declared War on Poland 
(1939)—August 30. 

England and France Declared War 
on Germany (1939)—September 3. 

Labor Day—September 7. 

National Felt Hat Day—September 12. 

Star Spangled Banner Written (1814) 
—September 13. 

National Retail Demonstration—Sep- 
tember 14-19. 

Constitution Week—September 14-19. 

Constitution Day—September 17. 

National Dog Week—September 20-26. 

Bill of Rights Enacted (1789)—Sep- 


tember 25. 

Gold Star Mother’s Day—September 
> 
27. 


American Indian Day—September 27. 

Nationally Advertised Brands Week— 
October 2-12. 

National Retail Furniture Week—Oc- 
tober 3-10. 

Loyalty Days—October 3-4. 

National Business Women’s Week — 
October 4-10. 

National Letter Writing Week—Octo- 
ber 4-10. 

Fire Prevention Week—October 4-10. 

Candy Week—October 11-17. 

National Wine Week—October 11-18. 

Columbus Day—October 12. 
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There Is BEAUTY in Shoes 


HILE shoe beauty is readily apparent to experienced 














shoe men, it must be carefully staged to influence the 





untrained eye of the shopper. The striking pearlescent and 











plain color effects in which Plain Toe. Tu-Toe or Twinkle 








Toe Fairy Forms are available, are ideal for displaying the 





heauty of shee design. Write us for catalog. 


SHOE FORM CO. Ine. AUBURN. N. Y. 
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Combined w 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 


Cincinnat Oh 


H. C. MENEFEE, President 
NATHAN SILVERBLATT. S« 
R. C. KASH, Editor 


OUR PLATFORM 
The Promotion of Display. 
More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
Greater Appreciation of Display's Power in 
Merchandising. 


Absolute Independence 
Columns. 


of Our Editorial 


VOL. XLI 
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Changing Times, 
Changing Display 

Confronted with fast, day-to-day changes 
in the picture, 
must think in terms of the effect of current 


merchandising displaymen 


conditions on shopping habits. Displays 
must be planned to make the most of a war- 
time economy \nd so we 
mend _ that 
condensation of a 
lam H. Howard, 
of R. H. Macy & Co.., 
the National 


tives. His 


heartily recom- 
following 
Wil- 
vice-president 
York City, before 
Sales 


regard to 


displaymen read_ the 


recent address by 
executive 
New 
Federation oft Execu 
retail 
advertising bear directly on display as well. 
The 
Digest 
“The place in 
people's lives nowadays are becoming fairly 


statements in 


condensation is from Advertiser's 


changes that are taking 


obvious, and now the changes in their buy 
ing habits are beginning to make themselves 
felt No one 
changes will become because they are bound 
up with the 


knows how far-reaching these 
length of the war, the extent to 
which rationing becomes necessary, and still 
further stringencies in transportation and 
the availability 


“Howevet 


of consumer goods. 

things 
them 
establish, if 
what 
it affects 


these 
is well to study 
important to 


obvious some ot 


may seem to be, it 
caretully It is 
you can, what is happening to people 
about—and how 


they are thinking 


vour business or your product. 
“Let me 


what | 


give you a simple example of 
Shortly after Pearl 


we called a meeting of the publicity 


Harbor 
staff at 
Macy's and posed ourselves this problem: 


Now 


changes are going to take place in the lives 


mcan 


that we are at war, a great many 
us list on a piece ol 
think of 


Then, having 


of individuals Let 
paper all of the 
that are 


changes we can 
occurring to people. 
position to decide 
with our 


done that. we are in a 


what we want to do advertising, 
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publicity, displays, our promotion of mer- 
chandise, and the approach of our sales 
force. 

“The list we finally enumerated was a 
lengthy one; it consisted of such things as: 
(1) Women will have less time for normal 
pursuits than formerly, since they will be 
increasing number of war 
activities—Red Cross, A. W. V. S., Nurses 
\ides, and the like. If they have less time 
for normal pursuits they obviously will have 
less time for shopping and still less time for 
(2) With the shortage 
rationing, they 
into town to shop, nor 


engaged in an 


reading advertising. 
of tires and with 
will not be driving 


gasoline 


will they be planning automobile trips for 
vacations, nor will they be driving to the 
country club two or three afternoons a week. 
(3) A certain number of families living in 
the suburbs will find the transportation 
problem too much for them and will move 
back j 
families, fearful of air raids and apprehen- 
sive about the safety of their children, will 
move to the suburbs, as close to transporta- 
tion as they can get. (4) There will be more 
home entertainment. Nearby movies will be- 
come increasingly popular. They will listen 
to the radio more. (5) Women are going to 
with what they own 
will be doubtful 
about the quality of replacement goods. 
“We that if 
have less time tor their normal pursuits 


into town. A certain other group of 


be concerned making 


last longer because they 
said women are going to 
they also have less time for the reading ot 
advertising. We must make our appeal to 
brief, and informative, and to the 
point as we We said that while it is 
true they will probably have time to 
it is equally true that they 
are very much interested these days in mer- 
thes 
advertising more thoroughly than they ever 
So while our story must be to 
the point it must also be complete; it must 
be more factual than it has been in the past. 
It must be simple, straightforward, convinc- 
ing and easy to buy from. 
“We said that if they are 
driving their cars less it means they will be 
making fewer shopping trips. It may mean 
that they will shop more in their neighbor- 
hood stores if they can find the things they 


them as 
can. 
less 
read advertising, 
and will probably read 


chandise, our 


have betore. 


going to be 


want in these stores. It also 
that if they can’t find what they want locally, 
will take the train into town and buy 
Ob- 


viously, our advertising appeal to them must 


may mean 
thes 
all of the things they need at one time. 


treat with our accessibility, our wide assort- 
ments, the quality of our goods, and our low 
prices. 

“In other words, if their shopping habits 
are going to change as to frequency our ad- 
vertising appeal must be directed to this 
change. 

“If some people are moving to the country 
and others to town for personal considera- 
certain new 
The old draperies won't 
always fit, and the chances are the old rugs 
tables, 
Obviously, our 
merchandise promotion must treat with their 


tions, they have a number of 


purchases to make. 
either; rooms need new 


wont new 


more ash trays, and so on. 
new needs. 

“If people are going to stay at home more 
than they used to they are in the market for 
other things — playing games, 
books, hobbies and handicrafts, and the like 


new cards, 
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We must be alive to the possibilities of in 
creased volume along these lines. 

“We said that women are going to be con 
cerned with the quality of merchandise i: 
terms of its durability. Well, here’s wher 
we can render a_ public Macy’ 
has a Bureau of Standards that has accumu 
lated a tremendous amount of informatior 
on just this subject. If people suddenly ar 
going to have to take care of things instea: 
of replacing them they have to be told hoy 
to take care of them. We will give then 
this information. 

“One of the most significant transition: 
of course, has to do with the ‘new rich’ an 
the ‘new poor. If it is true that a 
many people in the upper income bracket 
are going to have money left out o1 
those incomes and must make their dollars 
buy more things it would seem that the 
popular-price store, or the popular-pric 
product can gain great headway if it directs 
its appeal intelligently to this newly impov 
erished, but very important market. 

“Similarly, if the ‘new rich’ engaged in 
war work have money in their pockets which 
they are itching to spend, then we must met 
chandise our commodity to them. The like 
lihood, it seems to me, is that this 
will be important economically for 
quite a long time. If we are to gain them 
as permanent customers we must establish 
our reputation with them early and make it 
stick. 

“T think it is important that all of us re- 
mind that reputations are made 
in times of stress just as in normal times 
It is a shortsighted indeed that 
fails to make use of its advertising to keep 
its merchandise and its name constantly be- 
fore the public, even when it may tempo- 
rarily have no goods to sell to that public 
A good. brand 
reputation is a priceless thing, but it can 
be lost in an astonishingly short time dur- 
ing a period where buying habits are chang- 


service. 


grea 


less 


group 


very 


ourselves 


company 


name, or a good company 


ing so swiitly and so radically.” 


Australia Blacks Out 
Display Windows 
The April 29 issue of 
Trader,” Australian trade 
as follows on the war-time display situation 
in that 
what would happen to business people who 
had not their shop windows boarded up or 
‘shatter-prooted’ before April 6, the ministry 
was forced by the shortage of materials and 
tradesmen to extend the time to April 20. At 
the moment, work is still going on merrily 
about 30 per 


“The 


journal, 


Country 
reports 


country: “Despite fierce threats of 


and suburbs, and 
cent of shops still have to have their win- 
treated. 


“Plain boarding up with hinged or sliding 


in Sydney 
dows 


panels to give peeps at the displays is most 
popular, but many of those who adopted this 
device are now gnawing their finger-nails 
they observe how much more effective, fr 
a display standpoint, is the system of us 
multiple-opent: 
elaborate sig 


wire-netting or 
More or 
and advertisements are already beginning 
windows and 


framed 


wall board. less 


appear on the boarded up 
looks as if poster art will largely take 
place of display. Signwriters can not co] 
with the amount of business they are bet! 
offered.” 








n 


in 
ich 
Gr 
ke 
sup 
for 
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Displayman Writes 
Of Raid On Hawaii 

\ letter received by Virginia Roehl Stu- 
dios, New York City, from a displayman in 
Hawaii has an interesting reference to the 
Japanese raid on Pearl Harbor and current 
conditions in Honolulu. Written by George 
Y. Yamanoko, of the Andrade Company, the 
letter reads, in part, as follows: “Here in 
Hawaii, far across the sea, the morale of 
the people is very high. Window display 
continues excellent, despite the blackout... . 
I saw and experienced the treacherous Jap- 
anese bombing. I thought at first it was 
maneuvers by our own force, but when | 
saw the emblem on the planes I knew it 
couldn't be. The first three days I spent 
as an auxiliary fireman, on the alert for 
three days and nights with hardly a chance 
to sleep. At the present time I am an air 
raid warden. Here in Hawaii you'll see 
every man, woman and child carrying a gas 
mask. ... We will make our revenge through 
War bonds and stamps. The May day War 
bond sale was an example; on that one day 
we bought $1,000,000 worth of bonds; we 
probably lead the entire nation in this drive. 
I'll bet Hitler, Hirohito & Co. had plenty 
of jitters when they learned how enthusias- 
tically the people here responded.” 


Davison-Paxon Display 
Headed By Hicks 


In the absence of V. F. McCollum, who 
is serving as a first lieutenant in the army, 
Maynard Hicks has been appointed as dis- 
play director pro tem for Davison-Paxon 
Company, Atlanta. He had been McCollum’s 
assistant for some time. 


Display Material Available 
For National Wine Week 

For the fourth consecutive year the wine 
erowers of America will observe National 


Wine week October 11-18. Four-color pos- | 


ters, counter display cards, and specially 


designed posters are obtainable from the | 
Wine Advisory Board, 85 Second street, San | 


Francisco. 





Another Promotion 
For Schube 

Formerly display manager for La Mode, 
Cincinnati, Earl Schube has been promoted 
to the rank of sergeant at Camp Edwards, 
Mass. Schube has been in the army about 
seven months, during which time he has 
qualified as a gun instructor and also as an 
Instructor in all basic military tactics. 


Siegel hepalete Sheill 
To Southern Territory 

William G. Sheill has been appointed to 
cover the Southern territory in a_= sales 
Capacity for Nat Siegel, Inc., 39 West 37th 
street. New York City. Sheill will cover 
the zone formerly handled by C. B. Smith, 
Who is now in the army. 


Moss Joins Marshall Field 
As Interior Display Manager 

John Moss, of New York City, has joined 
the display department of Marshall Field & 
Lo., Chicago. He will have charge of inte 
tor display and signs 
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aks 


THANKS TO OUR FRIENDS 
AND CUSTOMERS— 


YOU HAVE KEPT US VERY BUSY AND 
HAPPY THROUGH YOUR CONTINUED 
USE OF OUR 


PAPER SCULPTURE DISPLAYS 


WE HAVE ENLARGED OUR STAFF TO 
SERVE YOU PROMPTLY. SEE US EARLY 
ABOUT YOUR CHRISTMAS ORDERS. 


si? 


DESIGNS FOR VICTORY 
15 EAST 22ND ST., NEW YORK 





























































_ the Tacha: with a BACKGROUND 


ASSEMBLY of small parts—joining corners or other units together— 
holding operations—tacking shipping tags—lining cases, etc.—are 
among the uses of HANSEN one-hand TACKERS. As the pioneer 
in the one-hand Tacker field, Hansen has led the way in developing 
many different models for a wide range of tacking, joining, holding 
and fastening purposes—saving time, materials and effort. 
Self-contained, portable—driving T-head Tacks, Brads, Tackpoints 
and Staple-Tacks of various widths and lengths—Hansen Tackers are 
used in many industries engaged in the production of war materials. 
These handy units are used in airplane construction, machine tool 
industry te other vitally important phases of war-time effort. 


Hansen one-hand Tackers 
are useful, handy tools, 
made to give good serv- 


ice. They deserve proper | if SNSEN? 50 4 | RAVENSWOOD AVE 
care, especially during the . 
present emergency. — C H } CAG O, j LL. 
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The Play Word 


A EEE EES ES: i By BARBARA BAR ll 





Bay's spe- 
furnish a with 
what belongs there and yet 
the throw over the glamour and 
sparkle that transforms it into theatre. The 
“Uncle Harry” takes place 
in the living room of a middle class home 
window 


THEATRE cluttered scenes ot past decades. 
Qn more stage every- 


the cial gift is to 
thing and only 


stage this season 


than one 


curtain has gone up to disclose a gas-lit, 


sottl 
eighties It is the 


ies 
draped, damask walled room of whole the 
stage arrayed for a ‘42 
time entertain second scene in 
murder-thriller. At pres- 
both ina 


panes 


version of the old type oft 


ment, the mystery 


and green 
window at the 


from the bar 


small town. Red 


in the 


excellent: versions, 


to the luster of the 


ent there are two 


generous bay 


of which do full justice 
note 


Victorian 
part to the 


large hack carry over a color 
the room 
cut-glass tea things on a table, a yellow and 
black crewel-embroidered sofa, white ruffled 


curtains, patterned damask on the walls, and 


setting, and contribute in 


found popularity of scene. There are brass lamps, and 
“horrot “Angel Street” is by 
well established in sovereign place as 
best 


thrillers. 


new 
drama.” this 
time 

most 
Ayres, 
who did the scenery and costumes, has given 
Judith (Mrs 
of curving steps to flutter up 


written, and 


Lemuel 


exciting, 


the most 
well acted of the 
Manningham) a pai 
and down, an 


evelyn 


settee on which to languish, som 
that 


old house against the 


authent« 


bre red drapes close in the haunted 


togs, and 


back 


makes an en 


London 
that 
charactet 


heavy wooden doors slide and 


forth whenever a 
often to the accompaniment of pani 
audience. Vincent 


villain of the 


[ane. 
stricken from. the 


Price, the 
play, 1s 


gasps 
sneering 
effective in the high 
Victorian 
thrillers is 


handsome, 
also more 


ceilinged, shadowy room. 


“Unele 


and 


The more recent of the 


Harry” which stars Eva Le Gallienc 
Joseph Schildkraut and seems to be success 


fully holding its own among the melodramas 


ge | nel 


who has 


Harry” has sets by Howard Bay, 
translated the 


“Brooklyn U. S. A.” to the 


realism of his de 
more 


signs lot 
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lots of “gimcrackery’—vases and little pi 
tures and ornaments. It is a cozy, mu 
lived in, pretty room and it adds a lot to t 
fascination of the play. It is doubly ha 
to believe that the mild-mannered little ma 
Uncle Harry, sitting in this quiet shini: 
room is planning a diabolical murder. 


The songs from “Porgy and Bess” had | 
come a part of American music long bei 
the present revival and those who had s« 
the colorful set that depicted life in Catfi 
Row in Charleston had not forgotten it; t 
current production at the Majestic theat 
the opinion of critics w 
Bess” in 1935 tl 


has confirmed 
first saw “Porgy and 
George Gershwin and DuBose Heyward 

created a work of great beauty. The s 
tings forthe revival are by Herbert Andr¢ 
little l 


more sombre tl 
by Sergei 


and if they are a 
the original scenery 
they add considerably to the stature of t 
folk Andrew's is a more. styliz 
interpretation of Catfish Row. The pz: 
dominant color is brown, although it tends 
to merge to light pinks and blues; ther 
Opening 


Soudeikis 


opera. 


windows, fewer doors 
there are 


and 


are fewer 
court; 
ladders and 
resting in the corners. On 


on the fewer rickety old 
poles and buckets 


the other hand 


steps 


there is a greater expanse of bright Southern 


instead of a house at the back o! 
only a 


to the outer 


sky and 
the stage, there ts root top ovel 
the arch that 
during the happier moments of the pla) 

hanging white wash 


against the sk) 


leads world, an 
seen 
there, sharply silhouetted 
Carrying out this stylization of the set, An 
minor effect 


woman can be 


drews has one. interesting 


window, wher 
that 
with gol 


hy 


inhab 


shutter of a second story 


catches the stray sunbeams wandet 
into the court, has 
The scene on the island 
tants of Catfish 
picnic is still very effective, with its w! 

kered palm trees etched against a blue sk 


been gilded 
where the 
gone TO! 


Row have 


and the ominous green shadows out 
which Crown emerges to detain Bess 


of the happiest innovations of the rev! 


-.-Above, "Catfish Row," as seen in ‘Porgy 
and Bess; Herbert Andrews designed the 
scenes for the revival of the Gershwin-Heyward 
. Left, one of the settings from 
Job's new drama, "Uncle Harry 
Howard Bay is the designer— 


musical. 
Thomas 
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is nothing to do with the sets. It is Avon 
yng’s outstanding performance as Sportin’ 
fe. Long's dancing and his rendition of 
it Ain't Necessarily So” stop the show. 


—One of the novel display treatments from 
the ''Sonorama”™ exhibit of the Sonotone Cor- 
poration, New York City— 


STARS ON ICE 

“America’s only Ice Theatre,” the Center 
theatre, has another musical Icetravaganza, 
this one with settings by Bruno Maine and 
costumes by Lucinda Ballard. To the audi- 
ence coming in from the hot street, the best 
parts of the sets are to be seen even before 
the curtain rises. A huge white marquee 
hangs over the curtain of blue and white. 
The marquee is supported by gold ropes and 
framed against a blue, sky-like expanse. 
Suspended in the blue are white snowflakes, 
greatly magnified. In one of the ensemble 
numbers, called “Little Miss Muffet,” a note- 
vorthy feature is the mushroom costume. 
The legs are gray, like the stem of the 
mushroom and the rest of body is entirely 
covered to represent the mushroom. During 
the skating the audience sees the under 
part of the mushroom, a brilliant red. In 
another ensemble, “The Chase,” the flat is 
painted like an English sporting print, and 
the costumes of the hunters echo the red 
of the autumn leaves and the green of the 
“Juke Box-Saturday Night” features 
a large painting of a juke box on which the 
The best skat- 


helds. 


lights cast shifting patterns. 


ing is still, however, to be seen in the solo 
numbers, which show. stars like Skippy 
Baxter, the world’s greatest jumping. star, 


the very funny Four Bruises, and the 7-year- 
old, Twinkle Watts. 


DECOR WHILE DINING 

Fofe’s Monte Carlo Beach, the smart night 
spot. has one ot the cleverest decorating 
jobs for summer seen anywhere. Franklin 
Hushes, who designed the bar and main 
diniig room, has spilled two large cornu- 
pits of fruits and vegetables and blue 


Mandolins, executed in plaster, on either 
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the bar. These are reflected in the 
mirrored ceiling, giving an impression ot 
lighthearted Bacchanalian abundance. The 
bar stools are of pale green with bamboo 


side of 


legs. The bar leads into another room, a 
long narrow place with a curving yellow 
banquet, a pale yellow canopy, a very blue 
sky effect created by a complicated lighting 
system which shoots a triple bank of lights 
from above and below and gives a sharp 
turquoise blue. Against this blue and un- 
der the canopy are enormous green tropical 
leaves, made of canvas, and swinging from 
the ceiling is a large stylized bamboo bird 
cage containing a wooden tropical parrot. 
The entire effect is very smooth and very 
cool. The other room at the Monte Carlo 
Beach was designed by Dorothy Draper and 
“The 
Players.” Its color scheme is her favorite 
pink-red and white in stripes, squares, and 
chunks of plaster. The bar features a mural 
like the flat for a vaudeville performance 
with painted marble columns and a view otf 
Monte Carlo seen at night with little twin 
kling lights. 
with a great white plaster cloud sailing in 
the center. The floor is in red and white 
checks, and the red and white is carried 
out into the entrance 
marble-like wall paper with the veins of the 
marble running across in pink streaks. The 


is called Casino for Gin Rummy 


The ceiling of the room is blue 


where there is a 


cloak room is designed to resemble an an 
cient chest of drawers, the drawers being 
painted on the wall. 

Another pleasant room this summer is the 
Cub room at the Stork Club. This is a cury 
ing room panelled in knotted pine with a 
banquet covered in a natural linen printed 
with a gay design. 


SONORAMA 


The first and only public museum devoted 
exclusively to sound and hearing was opened 
recently at 570 Fifth avenue by the Sono- 
tone Corporation. Brilliantly conceived and 
executed by two gifted young architects, 
Emrich Nicholson and Douglas Maier, the 
museum makes the most of small space by 
leading the visitor down a curving path cre 
ated by dividing the room in half with a 
bamboo partition. The Sonorama is intended 
to be amusing as well as entertaining and 
the exhibits encourage the participation ot 
the sightseer. 
a “magic trumpet,” a ring of red plastic ma 


When he enters, he is given 


terial which he puts to his ear whenever he 
sees a red light. As he does this a_ voice 
comes out of the air to explain the exhibit 
The secret Hes in transforming sound into 
fields of magnetic force which can be de 
tected only with the trumpet's aid. An amus 
ing exhibit is the sound “Thermometer” 
inspired by the strength testing machines at 
Island. Here the intensity of the 
voice, from a whisper to a shout, is shown 
by a twinkling chain of lights. A “Voice 
Mirror” gives back the sound of your own 


Coney 


voice as it sounds to another, and a giant 
diagram of the ear painted on glass shows 
the path of sound from the surrounding ait 
to the brain by means of moving light. The 
finale is in the form of a machine which 
drops a little booklet into the hand of the 
person who says “Sonotone” into its micro- 


[Continued on page 40] 













You can have 

your Scovil-Vazah 

Manikins* refinished by for- 

mer Scovil-Vazah employees. 

The same high quality work 
at reasonable prices. 


NOW SERVING 
R. H. Macy & Co. @ Lord & Taylor 


John Wanamaker @ Lane Bryant 

G. Fox-Hartford @ Russeks 

Tailored Woman @ Gimbel Bros. 
And Other Leading Stores 


Pick-Up and Delivery in N. Y. C. Vicinity 
Express to and from All Points in U.S.A. 


MADISONI REFINISHING 


795 Broadway, New York City 
GRamercy 5-9117 


Management FLORENCE LAURENCE 


Be Patriotic! Make Your Manikins 
Last Longer. Send for Free Booklet. 


Sil 0” 
PLASTIC HANGERS 


Here is the new plastic hanger made in response 
to your many requests for a really fine plastic 


hanger. Made in 
30c Each 








clear, blue, Chinese 
red, pink and bur- 
gundy transparent 
plastic. 





SIZE DIVIDERS 


Round lumarith 
(non - inflammable 
> celluloid) size di- 
vider. Cannot fall 
off the rack. Beau- 
tiful in appearance. 


; All sizes carried in 
' stock from 1 to 54, 
also half sizes. Ac- 
tual size of divider 
2%4"" diameter. 


l0c¢ Each 


Fits any rack 


FOR STOCK ROOM USE 


The white pressed cardboard di- 
vider has been proven successful 
for many _ years. An_ excellent 
divider for stockrooms. Inexpensive. 
All sizes 12 to 50. Actual size 12” 
high, 4” wide. 


Price 10ec Each 


DISPLAY JOBBERS 
Write for Discounts 








National Hanger Co., Inc. 
545 Eighth Ave. New York City 
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FLOCK 


The Display Finish 
for the Maximum 


ATTENTION -VALUE | EB FRANK G. BINGHAM Ss 


% Progressive display designers and pro- 
ducers are utilizing the dramatic finishes 
made possible by the use of flock. 





% No other display finish can produce The American Red Cross issued flour to. This program must not fail. It must go « 
the distinctive effects and in such variety the bakery shops of occupied France to — until the war is won. 

as flock. It's easy to use, economical, | be made into loaves of bread for the starv- — 

available in numerous surface finishes ing families within the Nazis net. The Ges- na long drawn out program such as t 
and a full range of vivid colors. | tapo had ordered the French bakers to keep V. D, c. week after week, manish: ait 
it a secret where the flour came from; any- month, there is a decided chance for a | 


% You'll be amazed at results you achieve 
one caught telling its source would be heav- and once this becomes city-wide your pi 


and more important at the salability of 
flocked displays. A little covers a lot of | ily fined. But the bread was given out gram will bog down like a German tank 

surface —adds sales value and extra and everyone knew it came from the Amer- Russian mud. In other words, if one sto: 
profits. ican Red Cross. The Gestapo failed to find who has pledged a full or half window 

Be Sure To Use one baker who even so much as whispered — this cause suddenly drops out the others wil 

| where the bread came from. How was this quickly follow suit, using the first store a 

M ™ L - LOC K | done? Well, each French baker casually a good reason for doing so. The city chair 

| dropped the flour sacks into his empty dis- man, like a good general, must stop this 

For Best Results | play windows in a heap; oddly enough, each break-through in time to keep intact his 

| pile showed at least one sack with the little display Victory line up and down Main 


MY ERS LIPMAN 1 red cross. The power of display. silently street. 
“ told its message, even as the Gestapo 


WOOL STOCK COMPANY | marched by the bakery windows. Surely, asking a man to walk around a 


Manufacturers Since 1875 block on a good sidewalk with a peacet 
If a medium like display can convey a sky overhead isn't too sh is d 

: ‘ ay §<: y 4 j ° much in this day 
20-26 N. Moore St., New York City message so simply to the hopeful peoples when other men are out there somewher 
of France, surely we here in free America — risking their necks for us and the things we 
can not let it do only a half-hearted job hold dear. Is lugging an armful of poste: 
for us in this business of winning the war. harder than lugging a gun? Is doing an 


X 
\ You I] Every city chairman in the Victory Display extra Victory display every week harde: 
y program has a tremendous responsibility to = than marching for hours over dusty roads 


his own community, his country, and his under a blazing sun? Don't forget that th 
" 


ind fellow city chairmen throughout the nation. home front, no matter what place you have 

2 101 USES. 
’ 

EATON Scatter-Grass 


@Here's real versatility! There's no end 
to the effective display uses of the new 
Eaton SCATTER-GRASS. Looks like real 
grass. Scatter it into odd shaped spots, 
around tree trunks, pedestals, stones, etc. 
Can be re-used many times. Fire-resist- 
ant. Mildew-proofed. Ideal for use with 
Eaton Grass Mats. Carton (enough to 
cover 20 sq. ft., | inch thick, only $2.50). 
Ask your local display jobber. 


EATON BROTHERS CORP. 


HAMBURG NEW YORK 














AN OPEN LETTER We som 
40 doesnt work here amy more 





»AIR BRUSH 


& 4 T a e 0 & —This display shows how the various themes of the Victory Display Committee can be inter 


THE WOLD AIR BRUSH preted by the individual displayman, adapting them to suit the personality of his particular 
MANUFACTURING CO store. This window is the work of Richard A. Staines, Vandever Dry Goods Company, Tulsa 
: Barbed wire entanglements were in the foreground, while cut-out ''shell-bursts'' were suspended 


2173 North California Ave. “Sie : ; : 
CHICAGO an ILLINOIS on invisible wires against the dark background. The display was on view for eight days, as 


part of a battery of six patriotic windows— 














' 
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n the Victory committee, is a cinch com- 
ared to the second front to come. 


A new character has made his appearance 

the display field. He is the same fellow 

ho never could find time to come to dis- 
play meetings. He is a display block war- 
den now. He will walk all over town look- 
ing at the other fellow’s displays, but when 
you ask him to distribute a few posters 
within a block of his store he will think up 
a dozen excuses why he hasn't time to do 
the job. Not all display wardens are like 
this new character, however, and thousands 
of them are doing a great job. 

Virgil Pinkley, United Press war corre- 
spondent who just returned from a_ 68,000- 
mile globe-circling tour, talked in South 
Bend recently, bringing a vivid word picture 
to an audience of excited listeners. He says 
it will take 101 per cent effort from every one 
of us to win this war. He told the follow- 
ing story of his talk with Mahatma Gandhi: 
I asked Gandhi what India’s position was 
with respect to possible invasion and rule 
by Japanese. He replied: “India has two 
answers. First, we would favor British rule 
if we cannot have Indian rule. Second, we 
spent 200 years teaching the British how to 
rule the Indians and we don't want to spend 
200 more years teaching someone else.” 


\ sad story has reached me from Detroit 
and deepest sympathy is extended to Mr. 
and Mrs. Frank Whitelam on the loss of 
their son's wife in an automobile accident 
on July 4. Returning to Detroit after en- 
joving the St. Louis convention the White- 
lams received word from their son, Lieut. 
F. Reed Whitelam, that he was on his ways 
His ship 
was sunk by a German raider and after 


“somewhere on the high = seas.” 


twenty-eight hours on the sea the crew was 
picked up and taken to Bermuda, then by 
destrover to Norfolk, Va. He rushed home 
to Hampton, Va., to surprise his wife, only 
to learn of her tragic death. 


Wordisplays: S. T. MacNamara, the south 
point of the Adler-Jones Company compass, 
is on the beam again after a long, serious 
illness. TI am sure his friends in all direc- 
tions will ke glad to hear this welcome news. 

\. L. Thompson, assistant at Dayton’s, 
Minneapolis, for fifteen years needed a 
change of climate so he joined the Em- 
porium, St. Paul, succeeding Harvey Flynn, 
who recently resigned. . Collier's tell us 
that 80 per cent of all men’s shirts after 
the World War had separate collars—today, 
at least 95 per cent of all shirts are made 


with collars. The U. S. Navy, however, 
still calls for shirts with separate collars. 

John Pollari joins Goldblatt Brothers’ 
State street store in Chicago. Formerly 
with Chas. A. Stevens Company. Henry 
Mi iv steps up from the State street store 
to assist Ray Bianchi, display director of 
all (soldblatt stores. William L. Baer, 
Bois Smith's auburned-haired flower sales- 
ma would like to sell bombs to Hitler from 
10, feet up. His father and mother left 


Germany with a few possessions and _ little 
Mon y, although they owned a large depart- 
men’ store in Frankfort; but his folks are 
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tickled pink to be in America because they 
wouldn't trade freedom for all the Nazi es- 
tablishments. Albert Bell, display man 
ager of La Mode, Dallas, is singing that 
Texas tune louder than ever these days. He 
has a brand new accompanist, a little daugh- 
ter. ... Remember a swell guy by the name 
of Bud Bennett, Stillwater, Minn? He 1s 
now a Boy Scout executive for the Toledo 
area and is spending the whole summer at 
camp. The display profession lost a great 
booster, but the youth of America, espe- 
cially in the Toledo area, will be inspired 
by his presence, become better scouts, and 
later I am sure will grow up into the kind 
of men this country needs. Having been 
Boy Scout myself and later a Scoutmaster, | 
can truthfully say it was the best training I 
ever had and today, if I had to choose be- 
tween the Boy Scout training and a college 
education, I would take the former... . It 
this country had used their motto, “Be Pre 
pared,” a smaller size hat might be shading 
Adolph’s mustache right now. .. . The Mid- 
dle West is war-minded: the Indiana jewel- 
ers voted to change the dummy clocks out 
side their stores to read 7 :55—as a reminder 
of the Jap attack on Pearl Harbor... . In 
case you're still in doubt, the July War Bond 


i 


quota for Indiana is ’way over the top. The 
Victory Display Committees in all Hoosier 


cities can take a bow. ... This column would 
like to hear from Victory committees in every 
state. ... The U. S. medium tank is made 


up of 25,000 pieces, 5,000 of them different. 
... Things that seldom happen: Milton Low, 
owner of Low Clothing Store, La Porte, Ind., 
in recognition of faithful service willed his 
entire store to his three oldest employees 

.. Those who attended the St. Louis con 
vention and saw George Silvestri pace back 
and forth now know the reason. A baby 
boy to carry on a fine name in the display 
manufacturing field was born shortly after 
his return to Chicago. . . . | really teel 
sorry for all these fathers who want girls 
and get boys. . The color vellow, which 
in ancient times denoted glory and tortune, 
now is the symbol of infidelity, treachery, 
and misfortune. Putting in time on the 
Victory committee in your city and buying 
bonds with 10 per cent of that easy dough 
you earn on the show window front will help 
put that color yellow, a symbol of glory, 
back where it was in ancient times. We 
still have to make a bum out of that rising 
sun. 


Statement Clears Up 
Thermoplastic Ruling 


Following publication of an order of the 
War Production Board prohibiting the use 
of thermoplastics for “signs, fixtures, man 
nequins, hosiery forms, ete.,” after Septem- 
ber 1, a number of displaymen were under 
the impression that they would be unable to 
buy thermoplastic fixtures after that date. 
In order to clear up this erroneous idea, a 
ruling has been secured from the WPB 
which states, in effect, that display manutac 
turers using thermoplastics may continue to 
make display equipment of this material as 
long as their present stocks last. Hence it 
seems probable that fixtures of this type will 
be available for several months after Sep 
tember 1. 






















































NoShortage 
of 


Xmas Z 
Displays — 
Here! 

[| _— 


for certain material 


pilj 


Se | 


shortages, we've 
used double portions 





of ingenuity in our 
Christmas Line. 





It’s new, different, 
and attention- 
getting! 

Don't wait! 


See it now in our 
new showroom. 
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Point-of-Sale Gallery... 





oy 
BACK to 


SCHOOL | 


the American Way 


OF NATIONAL DISPLAYS = 





— Especially timely is th 
"Back to School’ post. 
painted by Helen Schad fx 
Sales Promotions, a divisic 
of Kirby Block & Co. Th 
design is available in vario 
sizes to stores in cities whe 
the company does not hav 
clients— 


—National Dairy Products 
advertising ‘'Sealtest'' ic 
cream with three new di 
plays of wood finished 
high gloss lacquers. White 
is the predominating back 
ground. All were designed 
and made by Kay Displays, 
Inc., New York City— 


—The Hanley bulldog, trade 
mark character well known 
in New England, is featured 
in a new series of displays 
produced for Hanley Brew 
ing Company. Combined 
with direct-color photographs 
of food, the display achieves 
high appetite appeal. De- 
signed in collaboration with 
Harold Cabot & Co., and 
lithographed by Einson-Free- 
man Company, Inc., Long 
Island City— 


—An unusual, highly stylized 
direct color photograph of 
a lovely woman is the domi- 
nant feature of the new Elmo 
cosmetics display created by 
Einson-Freeman. Side cards 
complete the unit— 


—To illustrate Imperial” 
whiskey's taste quality, Hiram 
Walker has reproduced a 
large tiered cake in a recent 
display. Several miniature 
chefs are pictured in action. 
The slogan reads: "The whis- 
key that takes the cake for 
taste''— 


—The General Electric Com- 
pany, Cleveland, makes sure 
its Saturday Evening Post 
advertising carries through 
by repeating it at the point- 
of-sale via the display seen 
here. Shoppers are reminded 
of the ad, and purchase is 
made easy by three actual 
bulbs and prominent prices. 
The display is by Forbes Lith- 
ograph Company, Boston— 


—A magnifying glass focuses 
attention on "The White 
Dot—The Mark of Quality’ 
—for Sheaffer's pens and 
pencils in this display by 
Forbes. The display is com- 
pleted by arranging Sheof- 
fer's products around the 
central unit— 
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Unusual Display Plan 
Worked Out By G. E. 

The lamp department of the General Elec- 
tric Company, Cleveland, has announced an 
unusual plan, prepared in cooperation with 
the U. S. Treasury department, to sell War 


stamps to its display service subscribing 
agents, and at the same time offer a_ free 
renewal of the display service for 1942-43. 

The novel service program is designed to 
sell nearly $500,000 worth of War stamps. 

By the new arrangement, the complete 
cost of the service program for 1942-43 will 
be absorbed by General Electric. Previousl) 
it had been offered on a cooperative basis. 
It is expected that all of its more than 20,000 
display service subscribers will take part in 
the campaign. 

Participating G. E. lamp agents will be 
provided with a special red, white and blue 
stamp book for 25-cent stamps. Insertion 
of four of the stamps in the book serves as 
the first step in the program and entitles 
the subscribing agent to without 
charge the display service for the current 
A proviso is made that the agent must 
express his intention to continue to put 
stamps in the book and to use the display 
and effectively. Out 
standing features of the display program are 
five major display pieces designed primarily 
for window use, various 


receive 


year. 


material consistently 


supplementary 
pieces, and a lighting guide for permanent 


display on counters. 
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Tom Kenna Reelected 
By St. Louis Club 
\t a 


Louis 


meeting of the St 
Thomas 


election 

Guild, 
Famous-Barr Company, was reelected presi 
Others appointed 


recent 
Display 


dent of the organization. 
were: Wesley Reid, Pevely Dairy Company, 
Edward Well 
Clothing Company, secretary; John Stoppen 
brink, C. E. Williams Shoe Company, treas 
urer; Otto S. Lasche, Kline's, Inc., 
at-arms. The board of directors is made up 
otf Dave Estes, Bond 
Chadwick, 
Armand Raining, Boyd's; 


vice-president ; Gallagher, 


sergeant 
Clothing Company ; 


Joseph Famous-Barr Company ; 
John Doran, Gar 


; William J 


rison-Wagner Company, and 
Schrick, Scruggs, Vandervoort & 


Barney. 

The St. Louis club has ninety-three mem 
berships in the International Association of 
Display. 


Rustic Display Accessories 


Placed On Market 


An extremely interesting and inexpensive 
line of rustic materials for display use has 
Rustic Furni- 


J. The 


been placed on the market by 
ture Company, Inec., Williamstown, N. 
items include lanterns, coat hangers, fence 


posts, chairs, fences of various types, and 


the like. 
on request. 


Descriptive literature is available 


— William Cahill, Sears, 
Roebuck & Co., Chicago, 
was inducted into the army 
Before his de- 


parture for camp he was 


recently. 


presented with a farewell 
gift by a number of his 
friends in the Chicago Dis- 
play Club. The upper pho- 
tograph shows the presen- 
tation by Jack Pollari, Mad- 
igan Brothers, president of 
the club. In the lower pic- 
ture are included Fred 
Kuehn, L. J. Dwiggins, Carl 
Gestrine, Phil Goldberg, J. 
W. Sullivan, Wally Kramer, 
George Hermanson, Cahill, 
and Pollari— 


Kenna, 
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for Brilliant 

Fall Displays 
USE 

SHERMAN 


DISPLAY 
HEADLINERS 


Displays are easier to make when you 
use the new Sherman Double-Feature 





Display Guide. For here you will find 


many suggestions to help you... and 
a great array of beautiful display ma- 
terials, including: 


Patriotic Panels 
Color Photo Murals 
Back-To-School Panels 
Harvest Murals 
Woodland Scenes 
Fashion Backgrounds 
12 Color Displays 
107” Seamless Paper 
8 Foot Display Boards 


Your local display dealer is now fea- 
turing these “Economy-Plus” mate- 
rials in his showrooms.See them today 
and Iet them help you when planning 
your Fall Displays. 





DISPLAY IDEAS 


Write for your copy today 


SHERMAN 


Paper Products Corp., Dept. D-8 


NEWTON UPPER FALLS, MASS. 











(« ) 
Walt Disney 
P;oductions 


No. D34 


WALT DISNEY 
BACK TO SCHOOL PANEL 


40 In. Wide, 72 In. Long 
WHITE REYBOARD PROCESSED 
EIGHT BRILLIANT COLORS 
Buy It From Your V holesaler 


THE REYBURN MFG. CO., INC. 
PHILADELPHIA, PA. 
Showrooms: New York and Chicago 














Bark, Bark, Bark 


No Priorities Needed 





Ideal for background 
and covering for building 
materials. 


Rustic cedar bark and 
slabs — Cedar and Birch 
poles. 


Rustic displays of all 
types—Ranch houses, bird 
houses, fence, etc. 


Rustic Furniture Co. 


WILLIAMSTOWN, N. J. 
Phone 68 


er. eS. eee ee hdd 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 
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|. A. D. Photo Prize Winners 


CLASS 1X 
War Stamps and Bonds 
oS: 
Jackson, Mich. 
tion, first prize. 
Emmett H. Fremaux, New Orleans Public 
Orleans, La. Victory Display 
Competition, second prize. 
W. Heimbock, Michigan 
Gias Company, Detroit, Mich. 
Display Competition, third prize. 


CLASS 2X 
Red Cross Displays 
everett Quintrell, Elder & Johnston Com- 
pany, Dayton, Ohio, first prize. 
3. >; Bord Power Company, 
Jackson, Mich., second prize. 
Roy W. Heimbock, Michigan Consolidated 
Gas Company, third prize. 
CLASS 3X 
Civilian Defense Displays 
ISmmett H. Fremaux, New Orleans Public 
New Orleans, first and third 


Victory Display Competi- 


Service, New 


Consoli- 


Vic- 


Roy 
dated 
tory 


Consumers 


Service, ia. 
prizes 
Parsons-Souders, Clarks- 


(;,eorge Bengel, 


burg, W. Va., second prize. 


CLASS 4X 
General Defense Displays 
Ford, Consumers Power Company, 
Mich., first, second, and third. 


CLASSES 1 TO 73 
Ray Martin, Consolidated Edison 
New York: Class 69, 
interiors, first prize. 

Sidney Durham, Ely-Walker Company, St. 
Class 15, third prize; 
Class 69, miscellaneous interiors, third prize. 

\. H. Huckenbeck, Belknap Hardware & 
Manufacturing Company, Louisville, Ky.; 
Class 44, luggage, third prize; Class 73, mis- 


Db. Ss 


Jacks« nl, 


Com- 


pany, miscellaneous 


Louis: yard goods, 


TE SAPS 


have completely cut 
OFF 9BX of ow rubber 
supply (1.000. 0 
tons im 194) 

when they captured 


British Malays Ceylon 


Ford, Consumers Power Company, 


cellaneous, second prize; Class 54, silv 
ware, gifts and novelties, second prize. 

Bert Levi, Casa Buenos Air: 
Argentina; Class 8, women’s. shoes, firs 
Class 9, women's hosiery, first and thir 
Class 10, women's handbags, first, 
and third; Class 28, men’s shoes, first, s« 
ond, and third; Class 44, luggage, first; Clas. 
55, drug and toilet goods and hair goo 
third. 

George Bengel, Parsons-Souders, Clar! 
burg. W. Va.; Class 2, women’s furs, first 
and third; Class 19, corsets, second. 

C. M. Shrider, A. E. Starr Compa 
Zanesville, Ohio; Class 27, men's hats, first 
and 32, men’s first 
second, and third; Class 33, men's neckwear, 
second and third. 

I). S. Ford, Consumers Power Compat 
Jackson, Mich.; Class 41, lamps and px 
tures, first, second, and third; Class 48, in 
stitutional displays, first prize only; Class 
46, memorial civic and charity displays, first 
and second; Class 56, heating and air-con 
ditioning displays, first and second; Class 
58, laundry equipment, first, 
third; Class 71, refrigerators, third. 

C. M.. Griffin, Ohio Edison 
Youngstown, Ohio; Class 56, heating and 
air-conditioning displays, third; 
kitchen gadgets and_ electrical 
second and third. 

William Bellison, Sonnenteld’s, St. Louis: 


Class 2, 


Tonsa, 


seco 


second; Class shirts, 


second, and 


Company, 


Class 60), 
appliances, 


furs, second; Class 3, 
women’s first; Class: 4, 
sport apparel, first, second, and third; Class 
5, women's and 
third; Class 6, bridal display, first; Class 7, 


women's 
dresses, women's 


coats suits, second and 
millinery, second. 

Apolinsky, Loveman, Joseph & 
Birmingham, Ala.: Class. 5, 


suits, first; bridal dis- 


Joseph 


Loeb, women's 


coats and Class 6, 


YOUR CONTRIBUTION TO VICTORY **% CONSERVE 


—Many of the country's fine stores used this display in connection with the drive for scrap 


rubber. 


Produced by W. L. Stensgaard & Associates, Inc., Chicago, on a rental basis, all the 


facts and copy were handled in cooperation with the proper government agency in Washington— 
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THAT’S THE SECRET BACK 
OF THE OUTSTANDING 
SUCCESS and REPUTATION 
of 





CRESCENT 
Quali 
BOARDS 


TRADE MARK 


CONVINCE YOURSELF 





SEE YOUR DEALER 
Or Write for Samples 


A Produet of 


CHICAGO CARDBOARD COMPANY 


656-670 Washington Blvd., Chicago 





If You Are Not Now a 
REGULAR | 
SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


and no 


You're reading this issue 
doubt have found it offers a complete 
review of modern, up-to-date window 
and store display methods and expe- 


riences. 





You can't get the full bene- 
fit from The DISPLAY WORLD un- | 
less you get it regularly, and the cost | 
is only $3.00 per year. | 
blank TODAY. 
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Use this order 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $3.00 for a year’s 


| 
| 
subscription to DISPLAY WORLD, twelve is- | 


Sues, beginning with the next number. | 
Name 

Address 

Cit: State 


Add 10c to checks for | 
exchange; $1.00 addi- | 
Canadian remittances | 


IMPORTANT 


tional for foreign orders. 
payable in U. S. funds. 
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| plays, third; Class 18, lingerie, third; Class 








23, men’s suits, third; Class 27, hats, 
third; Class men's neckwear, first; 
Class 36, men’s back-to-school display, first: 
Class 44, luggage, 


men's 


?? 
Id, 


second. 

Richard Staines, Vandevers, Tulsa, Okla. ; 
Class 1, women’s and misses’ evening ap- 
parel, second and third; Class 19, 
first; Class 23, men’s suits, first and second; 


corsets, 


Class 36, men’s back-to-school display, sec 
ond and third; 42, toys, third; Class 
09, interiors, 


Class 


miscellaneous and Class 73, 


miscellaneous, third. 


Alexander J. Plewes, Ohio Edison Com 
pany, Springfield, Ohio; Class 60, kitchen 
gadgets and electrical appliances, first; 


Class 64, interior decoration tor Christmas, 
second. 

Vid Rosner, Sears, Roebuck & Co., Hamil- 
ton, Ohio; 17, infants’ 
Class 51, draperies and curtains, third. 

Roy W. Heimbock, Michigan Consolidated 
Gas Company, Detroit, Mich.; Class 71, re 
frigerators, 45, institutional 
Girl 


Class wear, second; 


second; Class 


displays, second; Class 57, and Boy 
Scouts, first and third. 

S. R. Wilson, Florida 
Miami, Fla.; 
second; Class 71, refrigerators, first. 

Grand Champion—J. EF. Vent, Rike 
ler Company, Dayton, Ohio—Class 1, 


en's and misses’ evening apparel, first; Class 


Power NS 


Glass 35/, £: 


Light 
Company, Anges, 
Kum 
Woh 
3, women’s dresses, second and third; Class 


6, bridal displays, second; Class 7, millinery, 
first and third; Class 8 women’s shoes, sec 
ond third; Class 9, 


second; Class 15, yard goods, first and sec 


and women's hosiery, 


ond; Class 17, infants’ wear, first and third 
Class 18, lingerie, first and second: Class 19, 
corsets, third; Class 42, toys, first and sec 


ond; Class 45, institutional displays, third; 
Class 460, memorial displays, civic and chat 
itv, third; Class 47, 
and third; Class 51, draperies and curtains, 
first 
and novelties, first and third ; 
toilet goods and hair goods, first and sec 


furniture, first, second, 


and second; Class 54, silverware gifts 


Class 55, drug, 


ond; Class 63, floats, automobiles (best dec 


orated), first, second, and third: Class 64, 
interior decoration for Christmas, first and 
third: Class 73, miscellaneous, first 


Richard Staines, Vandevers, Tulsa, Okla., 
No. 2000 sweepstakes winner. 

Bert Levi, Casa Tonsa, Buenos Aires, Ar- 
gentina, No. 4000 honorable mention 


To Hold Display Contest 
During ‘Letter’ Week 

The fifth annual National Letter Writing 
Week will held on October 4-10, 
emphasis on the slogan of “Bonds of Vic- 
tory—Write Those Letters Today.” As in 
the past, a display contest will be held in 
connection with the event. Full details can 
be obtained from the Paper Stationery & 
Tablet Manufacturers Association, 527 Fifth 


New York City. 


be with 


avenue, 
Mannequin Donated 
To Red Cross 


A completely mannequin 
been donated and shipped without cost to 


refinished has 
the chairman of the Red Cross Chapter at 
Talbot county, Maryland, for use in first aid 
practice; the donor was Madisonia Manne- 
quins, 795 Broadway, New York City. 


| 


| 
| 
‘ 
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FOR BETTER 
VICTORY 


UN ENS 


USE CUTOUTS MADE 
WITH THE 








Because Victory Displays seldom show 
merchandise it is necessary to fill the 
window with cutout settings of dramatic 
war action, cutout blow-ups of war pos- 
ters and heroes and cutout patriotic dec- 
orations such as shields, eagles, flags, etc. 


The CUTAWL is a high speed, liqht 
weight portable electric cutting machine 
that makes possible the use of cutout dis- 
plays at a great saving of cost and time. 


BUY NOW.---PAY LATER 


Take advantage of 
our EASY PAYMENT 
PLAN. 


Write for 
Information Today 


INTERNATIONAL REGISTER CO. 


2624 W. Washington Blvd., Chicago, Ill. 








FEATHER-WEIGHT 
MANNEQUINS 


Our New 
Fall Line 
Now Ready! 


Featuring a 
special group of 
short manne- 
quins. Smart, 
lively, energetic 
—in step with 
today! 


Write for Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MONTREAL: Modern Display Fixtures, 

460 St. Catherine St., West 











Silent Salesman 
STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 








THAYER & CHANDLER AIRBRUSH 


™, forthe particular artist 


Send for Catalog $2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO. ILL. 








COSTUME, PATRIOTIC, PERIOD and 


Latest Style WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 


ARRANJAYS WIGS 
32 West 20th St., Dept. 





D, New York City 





| 


| 


| ‘ 
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| 
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THE PLAY WORLD 
[Continued from page 33] 


phone. This is a ambitious and com 


plete 
have 


very 
museum for a private 
attempted, but the enthusiasm 
which it 1s being received would 
indicate that it will followed in 
other fields. 


corporation to 
with 
seem to 


soon be 


ON EXHIBITION 
The 


tion 


Brooklyn Museum has a novel exhibi- 
“The Consumer Front,” which 
designed and built for the Consumers 
of the Brooklyn Civilian Defense 
Intended as a traveling exhi- 
it consists of a series of cases which 
show in three dimensional pictograph and 
miniature display the necessity for and the 
means of conserving consumer materials. 
Typical is one of the first cases which cites 
the consumer's pledge: “I will buy care- 
fully, | will waste nothing, I will take 
ot what I have,” and which shows the 
to victory—a mounting pair of steps 
figures in the act of buying war bonds, 
ing with neighbors, and buying what they 
need. An alternative road is that to infla- 
with figures representing over-buying, 
hoarding, and \t the 
a street marker topped by a question mark. 
most household equipment must last 
for the part of the exhibit shows 
the things consumers can do to make furni- 
repair. A case 


called 
was 


Organization. 
bition, 


care 
road 
with 
shar- 


tion, 
waste. crossroads 1s 
Since 
duration, 
ture and keep it in good 
called “Do It Yourself” shows a miniature 
set | furniture with the that 
the consumer can paint and refurnish it her- 


suggestion 


selt. 

\ pall ot 
emphasize the 
tools for the 
heading, “Do It 


thread 
importance of these homely 
front. Under the 
Yourself,” are shown 


scissors and a spool of 
same 
pat 
and a hat, 
and slips. The 
kitchen equip 
illustrate 


home 
tor making gloves, a vestee, 
old 
treatment 1s 
anid panels treated similarly 
an! marketing. 
Modern Art is 


designed by 


terns 


all made trom dresses 


Salle accorded 
ment, 
alvice on nutrition 

\t the Museum of 
hibition of 
\merican artists 
shops of V’Soske with such imagination and 


an @x 


eleven new. rugs 


and executed in the work- 
skill that he has produced masterpieces. The 
and 
they are as 


are of marvellously colors 
truthfully 


nm tone as anys 


pure 
said that 
painting. 


Call be 


sul tle 
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FOR SALE OR LEASE 


15 figures done in paper sculpture, full 
round and natural size, consisting of 
2 Sailors: 2 Soldiers: 2 Marines: 
Paratroopers ; Aviators; 1 Indian: 
1 Continental Soldier; 1 Minute Man: 
1 Scout; 1 Wounded Soldier. 


) 


These are very colorful and will make 
an outstanding Patriotic Window. 


WRITE OR WIRE 


SPEAR G CO. 


Display Dept. 


PITTSBURGH - - - PA. 
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New Goodman Patent 
FELT SLEEVES 

Avo.ds waste of tissue paper and wadding 

Avoids waste of time—a 5 minute Victory 

Ir.m the modern Victory way tor 

| Goodman Patent Felts—(Men’s $3.75-$4 pr iN 

| Goodman Pat. Feather- Weight (Woman's 


$3°. ‘A Distributor in Your C.ty 

write for sample pair to 

Goodman Flexible Sleeve Form Co., M.-rs. 
19 West 3th St., New York, N. Y. 


| 
| 








—From all parts of tha country come reports 
of unusual drawing power attributed to dis- 
plays built up around collections of photo- 
graphs of local men in service. Shown here is 
one of many photographs received of such 
Created by Jack Lannon, Bright's 
Lansford, Pa., the display 


not only drew large crowds all the time it was 


displays. 
Department Store, 


on view but also necessitated two trips to the 
store on the part of each person who loaned a 
Although Lansford has only 7,000 
more than 750 pictures were re- 


picture. 
population, 
ceived for the display— 


wt ONG ddd we io LaSbe 


BB} 


4% 
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Additional Chairmen 
Named By VDC 


The following men have been appointed 
local chairmen in connection with the work 
of the Victory Display Committee: A. W. 
Schoen, Schoen’s Shoe Store, Lincoln, IIL; 
I. Lis, Weaver's, Englewood, N. J.; Roland 
F. Scott, Scott Clothing Store, Selbyville, 
Del.; Osear FE. Brown, S. N. Culver Men's 
Shop, Delmar, Del.; C. E. Batchelor, Herz- 
berg’s, Enid, Okla. 

Charles J. Eovaldi, Zwick’s Stores, Her- 
rin, Ul; J. Duncan Williams, Selber Broth 
ers, Shreveport, La.; Nelson, 
Rouse’s, Inc., Riverside, Calif.; Henry B. 


George 


Thorsen, Sears, Roebuck & Co., Pensacola, 
Fla.; Warren F. Clark, Jr.. Metzger-Wright 
Company, Warren, Pa.; Samuel Rothen- 
berg, Kaufman's Men's Shop, Linden, N. J.: 
Llew J. Binford, A. Lowenstine & Sons, 
Inc., Valparaiso, Ind. 

Merle B. Pecht, The Mansfield Retailers 
\ssociation, Mansfield, Ohio; I. J. Burdt, 
The Goodman Company, Monticello, Ind.; 
Harry Weinberg, The Stern Clothing Com- 
pany, Garrett, Ind.; Ceeil Connor, Adler & 
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Co., Inc., Lebanon, Ind.; C. N. Liepse, The 


Queen City, Marion, Ind.; L. E. Eldridge 
H. Gordon & Sons, Gary, Ind.; John F. 
Williamson, Ted’s Men's Shop, Angola, Ind. : 
Joe Chrisman, Clothier, Aurora, Ind.; G. M 
Stephenson, Stephenson's, Warsaw, Ind.; 
Charles B. McTaggart, Seybold Dry Goods 
Company, Logansport, Ind.; W. H. Kleine 
becker, Santa Barbara, Calif.; P. Pettigrew, 
Lorain, Ohio; Millard W. Monroe, W. P 
Monroe Department Store, Millsboro, Del.; 
Louis KE. Goodstein, Lipton's, Bloomfield, 
New Jersey. 


Estes Is Director 
For Seventh District 


Inadvertently, the July issue’s account of 
the election of officers ani directors of the 
International Association of Display at the 
St. Louis convention omitted the name ot 
Dave Estes, Bond Clothing Company, St. 
Louis. Estes, who was runner-up in the 
presidential election, was made director for 
the seventh district. 


—by Tony Brinker 














0.K.!"DON* 

W'S* DISPLAY 

Me VE crory / 
iin Ww A ictory: 



























__ WE CONDUCTS CLASSES IN DISPLAY 
FOR THE DISTRIBUTIVE EDUCATION 
PROGRAM, REGULARLY... IS SERVING 
AS OSTRIBUTION AND INSTALLATION 
CHAIRMAN FOR THE LOCAL VICTORY 
DISPLAY COMMITTEE — ‘DON” SAys 
WHAT LITTLE WE KNOWS ABOUT 
DISPLAY HAS COME THE BARD Way 
— TAROUGH STUDY AND EXPERIENCE. 
WE \S A GRADUATE OF THE WESTER 
SCWOOL , CHICAGO. 


—Ws HOBBY IS TENNIS. 


DONALD E. 


DISPLAY DIRECTOR, 


LEVY'S INC., 
JACKSONVILLE, FLA. 


* DONS” DISPLAY CAREER STARTED AT ST. MARY'S 
ONIO... HE WAS BEEN A DISPLAY MANAGER 


ec 
WAS “THERE FOR SIX, 
YEARS, JOINED LEVEYS 
\N 1933 AND HAS BEEN 
THERE SINCE 
WE WAS 


1.A0.M, FOR 14 
YEARS, MISSING 
OnLy '3 
CONVENTIONS 
IN THAT TIME. 
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SUNBURN 


hurts displays, too! 

























Get complete ——— 


protection with 


_, 
CALIFORNIA ALIN 


Transparent 
SUN SHADES 


Sun spoilage takes dollars out of 
your pockets. Our more transpar- 
ent shades offer perfeot protection 
for your merchandise and display 
fixtures. More than 20,000 in use. 


WRITE TODAY tor descriptive folder. 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 















LOOKS LIKE 





















Sensational Lining and Cov- 
ering Papers By Makers of 
GRP, ore vn Ge tt ee 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 























Question: We will be pleased if you can 


give us any information on the best method 
of mixing plaster of Paris for pouring into 
a mould so that it 


than a plain 


considerably 


Van- 


will be 


harder water mixture 
couver, B.C. 
Answer: The for hardening 


plaster, according to a plaster manufacturer, 


best method 


is to add dextrine. 
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Question: Will you please give us a few 
specific, acceptable methods of ceiling price 
display 7—Roanoke, Va. 

Answer: (1) A single ceiling price display 
may be used for a group of related 

listed by brand name and _ size or 
grade. The heading could be, for example, 
“Our ceiling prices on tooth paste.” Under- 
neath, the ceiling prices can be listed after 
the brand names, with one column of ceil- 
large size and column 
for small size. In this instance, the ceiling 
price need not be marked on each separate 
item in the counter. 

(2) A ceiling price display card may be 
placed on a table, counter, or bin—one card 


card 


items, 


ing prices for one 


bins or on 

















OPPORTUNITY EXCHANGE 











CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money Many have graduated from 
this long-established school. Common school 
education sufficient. Send for tree booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 








WANTED—DISPLAYMAN 


Fully qualified for a high-class men’s and boys’ 
clothing store Prefer a combination man with 
some selling experience as windows would re 
quire only three days a week. State experience 
and reference 


Address DROEGE & BLANKSCHEIN 
822 Lincoln Way LaPorte, Ind. 








SALESMEN WANTED 


cities to carry a line 
mannequins, Good 
Excellent oppor 
earn a good additional income 
Address “D. C.” 
Care DISPLAY WORLD 


Established men in large 
ot display accessories and 
commissions payable weekly 
tunity to 








WANTED—DISPLAYMAN 


For men's and women's ready to weat Must 
have creative ability and be able to build back 
City of about 10,000, within 18 miles of 
Twin Cities. State age, experience and refer 
ences All answers confidential 


Address KOLLINER’S, INC. 
Stillwater, Minn. 


grounds 








WANTED—DISPLAYMAN 
writer for department 
Must also be willing to assist 
In reply, state age, experience, 
expected Send samples 


And card 
n Alton, III 
on sales floor 
reference and 
of work 


\ddress O. J. MILLER OFFICES 
2¢8 W. Third St. Alton, Il. 


store located 


salary 








WANTED — Window Trimmer 


and showeard writer for small town de- 


partment store in Ohio. Good salary and 


Write to SAMUEL GOODMAN, 
Care Star Store, Uhrichsville, Ohio. 


bonus. 








WANTED 


Displayman for advertising, 


window trimming and card- 
writing. College town; popu- 


lation, 12,000. Central Ohio. 


NICK AMSTER 
Wooster, Ohio 








SITUATION WANTED 


Sign Writer, A-1. Now employed; desires change 
and permanent connection with responsible firm. 
Over 18 yrs. exp.. versed in all phases of hand 
lettering for interior and window displays. Age 
40, Catholic, married. Will go anywhere a real 
opportunity exists. 


Address “C. R.,” care DISPLAY WORLD 








WANTED—CHRISTMAS DISPLAYS 


Want high-grade holiday pieces for our windows 
and marquee, animated or still, for institutional 
or merchandise displays. Send photos and fuil 
Intormation 


A. L. SCHELM, WILLSON-CHASE CO. 
ST. PETERSBURG, FLA. 








LADY WINDOW TRIMMER 
Desires position on either coast. Has approx. 3 
yrs. exp. Is capable to accept complete respon 
sibility. Can trim windows, do showcard writ 
ing, plus knowledge of background planning. 
Good references. 
Address og. _— 
Care DISPLAY WORLD 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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serving for a group of articles all having 
the same ceiling price. If this is done the 
ceiling price need not be marked separate], 
on each item. 

(3) A shelf marker may 
ceiling price for group articles on a shelf 
in this case, the ceiling price need not bh 
marked separately on each article. 

(4) The selling price of an individual iten 
—say a shirt—may be identified as the ceil 
ing price for that item by stamping “Ceiling 
Price” on the individual ticket. This indi 
vidual marking is only when 
ceiling price sign for a group of merchan 


show the same 


necessary 


dise is not used. 

Question — When a merchant signs 4 
pledge of window space for the duration 
does he obligate himself to spend mone, 
for display materials in order to tie in witl 
the suggested Victory Committe 
war display program? 

Answer—No, he doesn't obligate himse! 
to spend money for display materials nor 1s 
he expected to, beyond what he wishes t 


Display 


do in order to make his displays most effe 
tive. 

Question What 
government departments in the way of fre 
material to tie in with the program ? 

Answer—It is the purpose of the Victory 
Display Committee to secure as much frec 
irom government departments as 
possible. This material may, or may not 
tie in with the current theme. 

Obviously, until government departments 
plan and schedule their programs far in ad 
impossible for the 


will he receive fron 


material 


vance, it is physically 
government printing offices to prepare smal! 
posters to tie in with all of these themes 
when themed material is not 


smaller who are not 


Therefore, 
available for stores 
able to purchase material offered by manu 
facturers, they should then be supplied in 
sofar as possible with other poster materials 
at a character having to do wit! 
any phase of the war effort. 
Manufacturers and lithographers are be 
ing urged to offer through their usual chan 
those 


general 


nels inexpensive material for stores 
who are willing to make a modest expend! 
ture for more effective display materials. 

Question — Do the illustrations of the 
windows shown as A, B, C, and D on the 
local chairman's space committment chart 
represent standard types of material we can 
expect from the government ? 

Answer—No, it is the purpose of this chart 
to classify pledged window space in such 
a manner that it would 
both to manutacturers and to the 
ment in preparing material for display put 
poses. Also, to serve local chairmen in set 
ting up their distribution of materials. 

It was assumed that the A and B class! 
represent larger 
considerable 


serve as a guide 


govern 


would stores 01 
stores willing to 
amount of space, who would not be satisfied 
with the type of posters ordinarily supplie! 
by the government offices and who would 
prefer to build displays themselves or pu 
chase them from their usual display sources 
Classification C and DD smalle! 
shops and stores where these posters would 
and it is the purpose of the con 
government 


fication 
devote a 


represent 


serve, 


mittee to get bureaus to agret 
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tu standardizing their posters to 22 by 28 





and 30 by 40 sizes so that even smaller 
stores could afford to equip themselves to 
vandle this material quickly and easily. 
Lithographers and manufacturers produc- 
ing posters to offer to certain brackets of 





these stores would also standardize on these 
sizes. The Victory Display Committee will 
take full advantage whenever the oppor- 
tunity offers to secure from the government 
large display material as, for example, the 
magazine covers and large flag posters, such 
as that pictured in the first Washington 
Display Bulletin to tie in with the display 

It is reasonable to suppose that more and 
more manufacturers through their usual 

A sales methods will present offerings of ma- 

terials to tie in with these themes in price 
brackets to fit all stores. 

( Question—We have only four recognized 
displaymen in our town. How can we apply 

| your organization plan? 

+ \nswer—The town in question has a popu- 
lation of some 30,000 or more. It is planned 
to carry the organization of the Victory 
Display Committee down to include all 
towns of 3,000 or more, unless they are ad- 


n joining larger cities, in which case they will 
et he incorporated in the general committee for 
that city. 

r It is the purpose of this effort to keep 
et war-time display material in every retail 
as store window which is in even a semi-desir- 
ot able location for the duration. 

Membership in the committee is not lim- 
its ited to full-time displaymen, nor, in facet, 
d is it limited to displaymen at all. Everyone 








as “ELAME-GLO” 
ot FLUORESCENT PAINT 


1 Many Vivid Colors. Write for Details. 
11) Wil ’ 
™ FLAME-GLO CO. Inc. Fitow Ave. & 1% st 











be 
all 
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Tab 


the 
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lart 


Call 









—"But we always built bridges that way in display, sir!"— 


DISPLAY WORLD 


should be enlisted as members who are con- 
nected with the retail business and are will- 
ing to assist in any way. It is simply a 
matter of adjusting the organization plan to 
fit the size of the community. This pre- 
sents no serious problem in any town and 
the suggested plan is certainly adaptable 
to the size city mentioned above with change 


300,000 Victory Displays 
Installed During July 

From the incomplete reports thus far re- 
ceived in the Chicago offices of the Victory 
Display Committee, National Chairman 
Leslie S. Janes estimates that through the 
committee's activities the nation’s retail 
stores from coast to coast installed more 
than 300,000 medium and large war bond 
and stamp window displays during the 
month of July. This figure is a computative 
estimate based upon figures contained in 
telegrams from local committee chairmen in 
the approximately 500° cities where VDC 
activities are completely organized. 

Typical telegrams came from the follow- 
ing towns with the following number of 
windows installed in each town: Mitchell, 
S. D.. population less than 10,000—200 win 
dows; Los Angeles, 5,000 windows; Cedar 
Rapids, 1,500 windows; Richmond, in excess 
of 1,000 windows; Denver, 1,200 windows; 
South Bend, 900 windows ; Colorado Springs, 
450 windows: Fargo, N. D., 1,205 windows. 
Some idea of the Victory Display Commit- 
tee’s activities in behalf of the nation’s war 
bond campaign in larger cities can be gained 
from the July telegraphed report stating that 
in Chicago proper more than 10,500 war 
hond and stamp windows were displayed. 

Janes points out that the Victory Display 
Committee has now reached proportions 
where the entire country can be covered. In 
view of this, the Victory Display Committee 
estimates that the August window display 
total in behalf of the war bond campaign 
may well reach 1,000,000 windows. 
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StyleRite 


LIGHTWEIGHT 


MANAEOQUL 








The wide range of lightweight "Style-Rite™ 


mannoquins offers an opportunity to dis- 
play women's fashion apparel to the best 
advantage. That is why our growing 
clientele of progressive retailers and dis- 
playmen is taxing the capacity of our plant. 


"Style-Rite'’ mannequins give you that 
happy combination of figure smartness, 
practical lightweight and lasting durabil- 
ity to make their cost a profitable invest- 
ment. Try them and be convinced of their 
superior qualities and competitive suprem- 


acy. 
See our nearest representative. 


Bt MANNE 2U N RIGHT W Mr 


STYLE RITE 


MANNEQUIN DISPLAY STUDIO 


27-31 Bleecker Street 
New York City 














Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 


which you are interested. 


If you do not find 


your needs listed on this blank, write a se 


rate letter. 


If we do not have the ipmoreantien 


you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 
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~ Air Brushes 


Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibit« 
Paper Sculpture Displays 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 


-] Wigs 
C) Window Lighting 


1 Do you wish a copy of their catalogue? 
_. Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 


Display Manager 


Street 


City 








DISPLAY WORLD 


AUGUST, 1917 

J. W. Donson, Irvin, Jewell & Vinson 
Company, Dayton, Ohio, won first prize 
in the Old English wax display contest. 

Thorkild Larsen resigned as display man- 
ager for H. Batterman Company, Brooklyn. 

Harry Hoile, Birmingham, was elected 
president of the International Association 
of Display Men at the St. Louis convention. 
Clement Kieffer, Jr.. C. A. Weed & Co., Buf- 
falo, was made first vice-president, with 
Malcolm J. B. Tennent, Meier & Frank, 
Portland, Ore., second vice-president, and 
T. Guy Duey, Wurzburg’s, Grand Rapids, 
third vice-president. P. W. Hunsicker and 
W. H. Hinks were reelected secretary and 
treasurer, respectively. New York City was 
selected as the convention site for 1918. E. 
J. Berg, St. Louis, was the retiring presi- 
cent. 


AUGUST, 1932 

Marcel Cheron joined the display staff of 
Stern Brothers, New York City; he had 
been with B. Altman & Co. 

The ninth annual convention of the Pacific 
Coast Association of Display Men was held 
in Seattle, with the tollowing men being 
elected to the various president, 
Tom Elrick, Calhoun Hat Shop, Vancouver, 
Bb. C.: first vice-president, C. E. Williams, 
Barnes-Woodin Company, Yakima; second 


offices : 


vice-president, C. A. Lawrence, Rhodes De- 
partment Store, Seattle: third vice-president, 
L. A. MeMullen, Eastern Outfitting Com- 
pany, Portland; secretary-treasurer, Fred 
Tonge, David Hall Sign Company, Van- 
couver, 

One hundred dollars cach went to the fol 
lowing winners of Cannon Mills display con- 
tests: A. G. Rohl, O'Connor, Moffatt & Co., 
San Francisco; Harold) Nichol, Raphael 
Weill & Co.. San Francisco; Harvey Flynn, 
The Emporium, St. Paul; H. R. Schoenlaub, 
Alms & Doepke Company, Cincinnati. 


"Yankee Doodle Hat" 


Is Introduced 

The LeBow Advertising Company, 15 West 
37th street, New York City, has placed on 
the display market a “Yankee Doodle” hat. 
Made of fine quality red, white, and blue 
felt, the hat 1s pertectls 
shaped on a light wire frame. 
about 7 inches, with the brim 111% 
It is designed to 
fit a millinery head size 22'% or a masculine 
mannequin’s head of size 7. Complete de- 
tails are available from the above-mentioned 


hand-sewn and 
The height is 
inches 


long and 10 inches wide. 


address. 


Thompson Succeeds Flynn 
At Emporium 

A. L. Thompson has been appointed dis- 
play manager for The Emporium, St. Paul, 
Minn., to succeed Harvey Flynn, formerly 
a vice-president of the I. A. D. M. and well 
known in display circles. Thompson was 
formerly with The Dayton Company, Min- 
neapolis, Minn. 


AUGUST, 


1942 

















ADVERTISING INDEX 





AUGUST, 1942 
Arranjay Wig Co. 


Becker Sign Supply Co. 
Bulkley, Dunton & Co. 


Chicago Cardboard Co. 
Coy, Disbrow & Co. 


Darling Co., L. A. 
Decorative Plant Co. 
Detroit Show Case Co. 
Display Mannequin, !nc. 


Eaton Bros. Corp. 


Facil Fabric Co. 
Ferrill & Co., Harve 


Flame-Glo, Inc. 


Garrison-Wagner Co. 


Goodman Flexible Sleeve Form Co. 


Hansen Mfg. Co., A. L. 
International Register Co. 


Korrect-Way Display Products 


Inside Fron 
LeBow Adv. Co. 


Madison:a Manikins 

Maharam Fabric Corp. 
Mannequin Display Studio 
Marquardt & Co. 

Merkle-Korff Gear Co. 

Mileo, P. C. 

Myers-Lipman Wool Stock Co. 


National Hanger Co. 
Opportunity Exchange 


Reyburn Mfg. Co. 
RIP Studio 


Rustic Furniture Co., Inc. 


Sherman Paper Products Co. 
Sherwin-Williams Co. 

Shoe Form Co. 

Spear & Co. 


Stensgaard & Associates, Inc., W. L. 


Thayer & Chandler 
Transparent Shade Co. 


U. S. Plywood Co., Inc. 
Victory Display Committee 


Williams & Co., Jas. B. 
Wold Air Brush Co. 
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TO EXECUTIVES: 


NOW YOU CAN HELP 





The Treasury’s decision 
to increase the limitations 
on the-F and G Bonds 
resulted from numerous 

requests by purchasers who asked the 
Opportunity to put more money into 
the war program. 


This is not a new Bond issue 
and not a new series of War Bonds. 
Thousands of individuals, corpora- 
tions, labor unions, and other organi- 
zations have this year already pur- 
chased $50,000 of Series F and G 
Bonds, the old limit. Under the new 
regulations, however, these Bond 
holders will be permitted to make 
additional purchases of $50,000 in 
the remaining months of the year. 
The new limitation on holdings of 
$100,000 in any one calendar year in 
either Series F or G, or in both series 
combined, is on the cost price, not on 
the maturity value, 


Save With... 








Series F and G Bonds are intended 
primarily for larger investors and may 
be registered in the names of fiduci- 
aries, corporations, labor unions and 
other groups, as well as in the names 
of individuals. 


The Series F Bond is a 12-year 
appreciation Bond, issued on a dis- 
count basis at 74 percent of maturity 
value. If held to maturity, 12 years 
{rom the date of issue, the Bond draws 
interest equivalent to 2.53 percent a 
year; computed on the purchase price, 
compounded semiannually. 

The Series G Bond is a 12-year cur- 
rent income Bond issued at par, and 
draws interest of 2.5 percent a year, 
paid semiannually by Treasury check, 

Don’t delay—your “fighting dollars” 
are needed now. Your bank or post 
office has full details. 


War Savings Bonds 








This space is a contribution to America's all-out war program by 
DISPLAY WORLD, Cincinnati, Ohio 











THE QUALI-CRAFT FALL AND ote 
WINTER 1942 DISPLAY GUIDE — pany. 


hi 
101 Prospect Ave eveland, Ohio 


See for yourself the wide and 
varied selection of smart new dis- Name 
play materials, including those : 

especially designed for ‘‘Victory 
Displays” — all of which are avail- 
ableat your local Quali-Craft store. 


Address 


City 


SHERWIN-WILLIAMS 


GRAPHIC ARTS and DISPLAY DIVISION | 





